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COMING IN SEPTEMBER 


in September, Chem & Met will publish its 
second edition of FACTS and FIGURES of 


AMERICAN CHEMICAL INDUSTRY as an in- 
tegral part of its regular monthly issve. 
Distribution of at least 20,000 copies of this 
special supplement is guaranteed. Besides 
being delivered to every paid subscriber, it 
will be mailed to a hand-picked list of ad- 


ministrative and production executives in 
worthwhile Process Industries plants, plus 
newspapers, colleges, government agencies, 
and other public institutions. 128 pages only 
will be provided for tie-in advertising in this 
special supplement — so reserve space early. 
Last forms close Aug. 25. For complete details, 
see your regular Chem & Met representative. 
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See the JULY Issue 


Just as every town has its shopping center, and every street its busy side, big industries have their pre- 
ferred market places where trained buyers go to look for equipment, materials and supplies. In the Chemical 
Process Industries the established shopping center is Chem & Met — because it carries the most advertising, 
and because its editorial content is keyed to the known wants of its production and engineering readers. 


Why Chemical Engineers Read CHEM & MET 


Hundreds of CHEM & MET readers have to design 
or use glass- or enamel-lined storage and process equip- 
ment. These men are eager to know how such equipment 
is designed and maintained. Dr. Andrew I. Andrews’ 
article, “Enameled Chemical Equipment,” in the July 
issue gives them much new information. It tells how 
the right construction materials are selected; how lining 
jobs are tested for quality and utility; how defects are 
discovered and repaired. Dr. Andrews is Prof. of Ceram- 
ic Engineering at the University of Illinois. 


Why Chemical Engineers Read CHEM & MET 


Godfrey L. Cabot, Inc. invented a new method of load- 
ing, transporting, and unloading that fluffy, flocculent 
stuff they use so much in making automobile tires — 
carbon black. A July article, “Carbon Black Trans- 
portation,” describes the first experimental coastwise 
bulk shipment of this flaky, hard-to-handle material; 
shows how to accomplish dustless bulk transfer effi- 
ciently. Here are new ideas for chemical engineers who 
have to handle anv light, dry, dusty material in large 
quantities. 


ALL THIS aad more TO PRE-SELL YOUR BEST 


fi | 
MAKE the most of this year's growing oppor- 


tunities by placing your sales message before the buy- 
minded readers of Chem & Met. And right now is the 
time to begin getting your share of the $7-Billion they 
spend every year. A new booklet, just published by Chem 
& Met's market r>search department will show you how. 
Write today for your FREE copy ... “Industry's Biggest 
Buyers Are Shopping— WILL THEY BUY YOUR PROD- 
UCT?" Chemical & Metallurgical Engineering, 330 W. 
42nd St.. New York—A McGraw-Hill Business Paper. 


Here's Why Chemical Engineers Read CHEM & MET 


There’s no end to what chemical engineers are doing 
in the big petroleum refineries. Editor Kirkpatrick, in 
a July article, “Playing With the Paraffines,” tells how 
Kendall Refining Co. at Bradford, Pa. keeps its Penn- 
sylvania base lubricating oils on a premium basis in 
competition with constantly improving lubricants from 
cheaper crudes; and how, in so doing, the Kendall re- 
finery becomes more and more a chemical plant. Chem- 
ical engineers everywhere are watching the modern 
refineries. 


Here’s Why Chemical Engineers Read CHEM & MET 


One of the chemical engineer’s worries is how reliable 
are newly welded joints in pipe lines, tanks, and other 
process equipment, where a failure might mean not only 
loss of valuable materials, but even death and destruc- 
tion. In the July issue Herbert R. Isenburger, President, 
St. John X-ray Service, Inc., tells how such equipment 
can be tested on the spot by X-ray. “Field Inspection 
by Means of X-Ray” makes “field” welding safer and 


more practicable. 
* * * 


These articles are just a sample of how CHEM & MET 
keeps its readers posted on successful production practice. 




































Just as the modern automobile symbolizes the trend toward speed, 
streamlining, efficiency and comfort, so does STEEL, with its forward- 
looking treatment of news, engineering data, markets and advertise- 
ments, symbolize the industrial publishing trend toward greater cover- 
age of worthwhile buying power with a minimum of waste. 


Circulation in the modern manner, with a maximum of readership 
among selective paid and control buyers in the industry: plus stream- 
lined editorial content containing all that is important in the metal 
producing and metalworking industries, presented in a _ straightfor- 
ward, concise manner; plus fully visible advertising pages, make 
STEEL the outstanding business paper today. 


STEEL is Modern! 


Data Sheets in a convenient file 
folder provide complete information 
on STEEL’s coverage of the metal 
producing and metalworking indus- 
tries. Write for your copy of this 
MODERN, TIME-SAVING data file. 
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Eleven Channels for Locating 
Manufacturers’ Agents 


@ IT’S ONE thing to decide to re- 
duce selling costs with manufactur- 
ers’ agents* or representatives who 
will work on a commission basis, in 
place of a salaried sales force, but it’s 
something else again to locate the men 
you want to handle your products. 
Unless you have been through the ex- 
perience of locating good representa- 
tives it may be hard to believe that 
it is often almost impossible to find 
even the names of men or firms to 
write to regarding possible represen- 
And this matter of a list 
to write to is mighty important be- 
most representatives are con- 
tacted chiefly by mail, at least at the 
Start. 


tation. 


cause 


are almost 
The 
number of men operating in various 
fields and markets is changing con- 
stantly with agents developing from 
salesmen who have been selling one 
line deciding to take on another. Then 
there are also the established agents 
who constantly add and drop lines. 
There is, therefore, no general list 
ivailable containing the names and 


Manufacturers’ agents 


impossible to list or classify. 


_*See “Reducing Selling Costs with Man- 
facturers' Agents’, by W. A. Allen, 
INDUSTRIAL MARKETING, May, 1939. 
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By JOHN H. FREDERICK 


Professor of Business Administration, 
The University of Texas 


addresses of manufacturers’ agents 
classified according to the lines they 
handle, or would like to handle, by 
territories covered. 

There are various methods of locat- 
ing agents. The difficulty generally 
lies not in finding good salesmen 
among the agents operating in a par- 
ticular trade or market, but in finding 
good ones with the type of experience 
you require, calling on the particular 
trade in which you are interested and 
acquainted with the buyers in that 
field. Some manufacturers use sev- 
eral methods and there is no one 
method to fill the needs of everyone, 
but the following list may suggest 
something which you haven’t tried 
before. 

1, Ask manufacturers of other 
products supplementary to, but not 
competitve with yours, to suggest 
qualified men. You will find that 
these manufacturers are usually glad 
to coéperate with information of this 
sort and the chances are that an agent 
already representing an outstanding 





account will be a good man for you. 
Manufacturers are usually glad to see 
one of their representatives round out 
his line and make more money for 
himself, thus making him a better man 
for all those he sells for. Agents also 
are always looking for something to 
make it possible to quote on, and sell, 
combined contracts covering a wide 
range of products. This is particu- 
larly true in the industrial field. 


2. Write the most important buy- 
ers of your line of products. Buyers 
know who are the best-equipped and 
best-liked manufacturers’ agents call- 
ing on them. These agents are often 
open to handle additional products. It 
may sometimes happen, also, that dis- 
tributors have good men in their em- 
ploy who are anxious to broaden out 
into selling as manufacturers’ agents 
and who may be recommended for 
such work. 

3. Use lists compiled by trade 
papers. When these lists are really up- 
to-date and show the territory cov- 
ered, the number of salesmen em- 
ployed (when the agent is more than 
a one-man organization) and the lines 
handled, they are valuable. This is 
so because an agent handling one or 
two high grade lines in your market 
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probably has desirable contacts. The 
greatest danger in using these lists is 
that there is no personal sponsorship 
on the part of the publishers for the 
men included, and the best agents may 
sometimes not even be listed for one 
reason or another. 

4, Answer advertisements of agents 
seeking lines. Some have found this 
an excellent way to contact desirable 
agents. The fact that a man is will- 
ing to do a little advertising to make 
a desirable connection seems to place 
him above the general run of agents. 

5. Advertise in the classified sec- 
tions or use a small display advertise- 
ment in the trade journal serving your 
market. While some manufacturers 
have had no luck at all in contacting 
representatives in this way, others say 
that this is how they get their best 
men. Advertisements should never be 
“blind,” however. Good agents will 
not answer “blind” advertisements any 
more than they will pay attention to 
unsigned letters. One good reason 
for this is that an agent may already 
have a connection which, for some 
reason is not profitable or very satis- 
factory, but he will not jeopardize it 
—poor as it may be—by answering an 
advertisement which might turn out 
to have been inserted by this very 
manufacturer. 

6, Ask the men now handling your 
products to make suggestions. This 
sometimes provides good names of 
men for other territories and it is a 
good method because of the oppor- 
tunity it presents for getting complete 
information on the men suggested. 

7. Attend conventions of national 
and local trade bodies, trade shows, 
and the like where desirable agents 
may be contacted. 

8, Agents, themselves, are always 
seeking good lines to handle in their 
manufacturers fre- 
directly. 


territories and 
quently receive 
These requests are held in a “‘Prospec- 
tive Agent” file and are considered 


requests 


whenever the time comes to put a new 
man in the territory involved, either 
to replace one already there or to ex- 
pand into new ground. 

9. Send a man from the factory 
into the territory involved to inquire 
of the established 
agents who may be contacted. Such 


trade regarding 
an investigation will probably uncover 
several agents who may already be 
carrying too many lines to do justice 
to another. It may also discover new 


men coming into the field who have 
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| @ THE world’s first asbestos 
| mural dominates the exhibit of the 
Keasbey & Mattison Company at 
the New York World’s Fair. Stand- 
ing twenty-one feet high, it depicts 
the Spirit of Asbestos protecting the 
possessions and creations of man 
from the onslaught of heat and 
cold, weather and the elements. 

A popular feature of the exhibit 


ee ae 





Asbestos Mural at the Fair 


is the “fiery snowman” (inset) 
showing a real snowman, pipe and _ | 
all, sitting on top of a flame filled | 
chamber with a temperature of 800 | 
degrees. A slab of asbestos mag- 
nesia insulation protects the frosty | 
overcoat of the snowman from the | 
heat of the gas flame. The exhibit | 
is located in the Home Building 
Center at the World’s Fair. 





only one or two lines and are there- 
fore in a position to give much more 
time to an added line. This type of 
information can frequently be ob- 
tained by personal contact better than 
by any other method. 

10, Use the services of one of the 
marketing counselors or other organ- 
izations specializing in placing agents 
in contact with manufacturers and 
manufacturers in contact with agents. 
These people usually operate on a fee 
basis from manufacturers, but their 
services to the agents are often free. 
This method is advantageous for the 
manufacturer because: (a) Only good 
agents are suggested for his consid- 
eration—agents well known to the 
sponsor. (b) The manufacturer is 
assured that the agents suggested will 
not only have the ability and integrity 
necessary, but will also have the right 


experience and call on the right trade 
to fit his product and sales problems. 
(c) The agents recommended will 
have been developed through the pre- 
liminary stages so that they are ready 
to make definite arrangements with a 
manufacturer to handle his line. This 
saves a lot of time. 

1]. Use the chambers of com- 
merce. Some of these organizations 
make a real effort to maintain up-to- 
date lists of local manufacturers’ 
agents who are available to handle 
additional products. Others feel that 
they should not devote much time to 
finding representatives for out-of- 
town manufacturers. Whether you 
get much or little assistance depends 
on which type of chamber happens to 
be serving the region where you de- 
sire to locate an agent, but some feel 
this method is well worth trying. 
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Anniversaries are common occurrences, but with 
thoughtful handling may be capitalized effectively 


Making the Most of « Company's 


@ NOW that American industry at 
large is reaching its major anniver- 
saries, industrial advertising men one 
after another are constantly con- 
fronted with the problem of what to 
do about it in an advertising way. 
The job is especially difficult because 
of this situation of numerous com- 
panies attaining ripe old age year 
after year, so that unless care is used, 
the repetition becomes just so much 
shouting and rather tiresome at that. 

Hewitt Rubber Corporation found 
itself facing this situation last year, 
and because of our rather unusual 
slant on the matter there may be 
something of interest to others in what 
we are doing in a promotional way to 
feature or capitalize on the eightieth 
anniversary of our organization. 

First of all, in our estimation, an 
“Anniversary” is something that can- 
not (or should not if it could) be 
taken into a meeting and become a 
cut and dried, thus-and-so, ‘“here’s 
exactly what we’re going to do about 
it’ proposition. The reasons are obvi- 
ous because the anniversary covers 
such a long period of time, goes 
through four seasons, and a hundred 
and one things can come up and do 
materialize during these twelve months 
that can be connected advantageously 
to the “anniversary” idea. 

In our own case we knew that there 
would be certain things we’d naturally 
want to do but we also felt that the 
great bulk of our “celebrating” would 
be worked out and carried through as 
the year progressed. 

We started thinking in earnest 
about our eightieth anniversary in 
early fall, last year. First of all came 
trade and business paper advertising. 
We made sure we were working on 
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Auniversary 


By ROBERT K. DORAN 
Publicity Director, Hewitt Rubber 
Corporation, Buffalo 


and thinking out a strong advertising 
program. We prepared a tentative ad- 
vertising schedule for the whole year 
with the thought that changes in this 
schedule would be made, if necessary, 
in the spring and fall to take’ care of 
publicity needs as they arose. Each 
ad would contain the following anni- 
versary plug: 

1859—For eighty years, Hewitt 

brands have been recognized as 

outstanding examples of advanced 

research and exceptional crafts- 

manship.—1939 

On Dec. 23, office employes, at 
their annual Christmas party and 


“3 
Ny 


1859 


through local newspaper publicity and 
various plant announcements, were 
made aware of the fact that their 
company was on the verge of its 
eightieth anniversary. 

On Dec. 28, we quietly informed 
our salesmen by letter that 1939 
would be the eightieth anniversary of 
the birth of Hewitt products—just 
a two-line announcement, with a 
“more later” appendix. 

Previously we had discussed the 
launching of a house magazine whose 
actual appearance in early spring of 
the year would officially announce our 
anniversary widely. The magazine 
subsequently appeared on March 31 
and did an unusual job in advertising 
and promoting Hewitt’s eightieth 
anniversary. 

At the same time, early in Decem- 





The launching of Hewitt Rubber's new house magazine was timed so that it served as an 
especially effective medium for telling the company's history and featuring the employes 
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FOR EVERY PLANT THIS YEAR 


join us in our greatest 
‘ profit enterprise 
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This two-color spread ran in “Mill Supplies” when Hewitt Rubber Corporation had birthday 
cakes delivered by Western Union messengers to its distributors throughout the country 


ber, we decided to issue a colored post 
card of our plant, as a sort of sou- 
venir, or rather an advance “feeler” 
to salesmen and the trade. This post 
card, an attractive four-color job, 
went subsequently to all our factory 
representatives, and through them, to 
our 200 distributors in all parts of 
the country. Copy at the top of the 
message portion of the card read as 
follows: 


. 80 Years of Service ° 
The Hewitt Rubber Corporation, 
Buffalo, N. Y., 
is the largest company in the world de- 
voted exclusively to the manufacturing of 
industrial rubber products. Hewitt hose, 
conveyor, and transmission belting, and 
packings are used in more than one hun- 
dred separate industries in all parts of the 
globe. For 80 years Hewitt brands have 
been recognized as outstanding examples 
of advanced research and exceptional 

craftsmanship 

This card was used by the thou- 
sands: as advance cards by our own 
factory representatives and by dis- 
tributors and their salesmen, and in 
many other ways. This card intro- 
duced the eightieth anniversary idea 
and executed at the same time a nice 
bit of promotion of both plant and 
products. One definite point this card 
established. It sold conclusively all 
customers and potential customers on 
both the large size and the modernity 
(despite its eighty-year background) 
of the Hewitt plant. 

On Jan. 15, the Buffalo Courier- 
Express carried in its roto section a 
two-page, fourteen picture spread on 
Hewitt products and manufacturing 
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processes. Copies of this publicity 
went to factory representatives and 
distributors with a letter. 


The Annual Report 


In our annual report for 1938, the 
anniversary idea was mentioned as 
follows: 

This year marks the eightieth anniver- 
sary of the service of this company, begun 
in 1859, by the Gutta Percha and Rub- 
ber Manufacturing Company in Brooklyn, 
which was merged with the Hewitt Rub- 
ber Company in 1926. Operated for sev- 
eral years as “Hewitt-Gutta Percha Rub- 
ber Corporation,” the name, in the inter- 
est of brevity, was changed to Hewitt 
Rubber Corporation in 1933. 

In this eighty-year period, industrial 
needs for products made principally of 
rubber have increased many fold. It would 
be practically impossible to drill oil wells 
two and three miles below the earth's 
surface without rubber-covered and rubber- 
lined rotary-drilling hose. It would also 
be virtually impossible to handle the ton- 
nage of bulky, abrasive materials used in 
the mass processing industries, such as 
mining, quarrying, steel making, wood 
pulp and paper making, without the 
rubber-covered conveyor belt. 

In passing, it may be interesting to 
state that for the first time in the his- 
tory of the Hewitt Rubber Corpora- 
and factory employes, 
salesmen, distributors, distributors’ 
salesmen, and selected customers as 


tion, office 


well as stockholders of the company 
were provided with the company’s an- 
nual report, which in itself was a dis- 
tinct departure from the type of re- 
port hitherto issued to stockholders. 


The Birthday Cake 


The most dramatic thing we have 
done, perhaps, was our distribution of 
birthday cakes. In early January our 
advertising agency, Addison Vars, 
Inc., handled the distribution of choc- 
olate “Birthday” cakes to a large num- 
ber of our distributors. (To those who 
did not receive a cake, we are plan- 
ning something special that will un- 
doubtedly eventuate before the year 
is done.) The cakes were of course 
baked locally and delivered by a West- 
ern Union messenger. Along with the 
cake went the following telegraph 
message of greetings: 

You're invited to cut yourself a piece 
of cake to celebrate our eightieth year 
and as a symbol of the great profit oppor- 
tunities for your organization in our ad- 
vertising program. Powerful, fact-telling 
advertisements, many in color, will appear 
in important and influential magazines. 
Sample copies of the selected magazines 
herewith. Scientific survey indicates key 
men in worth while plants will be reached 
by at least eighty Hewitt advertisements 
this year. Push Hewitt for your profits 
during 1939. 

The message was signed by Thomas 
Robins, Jr., Hewitt president. 

A package containing sample copies 
of each magazine that is carrying the 
Hewitt story was also deposited with 
the distributor. 

The plan was remarkably success- 
ful and elicited a large number of 
highly unusual letters. 


Business Paper Publicity 

On March 24, we sent an anniver- 
sary release to those trade and busi- 
ness papers that we felt would be 
interested in this anniversary fact. We 
did not release this information sooner 
for we believed that the beginning of 
spring would be a better time, psycho- 
logically, to make this announcement. 
It is, we feel, the experience of all 
too many that such announcements 
can be made too prematurely for best 
effect. 

(Continued on page 87) 





“It is our thought that the good that an anniversary provides lies in 


the mental consciousness of the anniversary by customers and potential 
customers, and in both the consciousness and the use made of the knowl- 
edge by factory and office people, factory representatives, distributors 
—in short, all who sell Hewitt in any manner whatsoever.” 
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Here are a few suggestions offered in a spirit of help- 
fulness which will help you get your publicity and 
new equipment items published in business papers 


Publicity That Gels Jn 


@ YOU want that published! Ob- 
viously you do! Your letters leave 
nothing to inference. Over sixty-five 
per cent of those accompanying re- 
leases begin with “We want... ,” 
“It is our desire . . .,” or ““Won’t 
you be good enough to ” How- 
ever, some of these letters do a good 
job of selling, and the “New Equip- 
ment” editors of industrial publica- 
tions find it pleasant to read, “You 
may find sufficient interest for pub- 
lication in... ,” or “Should you 
consider this item pertinent news for 
- 

Industrial publications want an- 
nouncements of new equipment and 
new materials. The progressive periodi- 
cal must be informed, and must keep 
its readers informed of new develop- 
ments in its markets. Recently this 
publishing function has grown to 
such importance that now several 
papers are devoted exclusively to the 
task. But, whether a single page or 
the entire book is given to “New 
Equipment” there are limits to the 
number of items that can be pub- 
lished, and a little judicious selling 
will always get preference for your 
item. 

The rules for good selling in the 
distribution of industrial releases are 
neither numerous nor intricate. They 
will be found to be very elementary, 
but the so-smart-tommyrot that 
crosses the editor’s desk indicates a 
crying need for a return to fundamen- 
tals. Here are a dozen simple princi- 
ples. They will insure a reading for 
your item, and will go a long way 
toward getting space on the printed 
page: 
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By A Business Paper Editor 


1, Select the publications and send 
only items of interest to their readers. 
Was any selection made when the pub- 
lication in the civil engineering indus- 
try received releases on an automobile 
service station compressor; a motorized 
electric-wire stripper; a home craft 
wood working unit; an improved toilet 
seat; or a basic chemical never used in 
this industry? 

2. A letter of transmittal is a 
friendly gesture, but is not generally 
essential. If you do send a letter, 
write it as you would any sales letter, 
with the readers’ interests in your 
mind. Do not waste time in telling 
the editors that you want your item 
published; they know that. Nor should 
you consider them so gullible that 
they will believe: “You are the first 
paper to whom we are sending the 
enclosed,” when it is submitted in a 
mimeographed and unsigned letter ad- 





Two agency men on the mill supplies cruise 
to Bermuda last month take time out to ex- 
change impressions and get a whiff of salt 
air: James R. White, president, Rickard & 
Co., New York, and Frederick C. Noyes, 
Horton-Noyes Company, Providence, R. I. 


dressed: “Attention—the Editor.” 
Neither is your product so all impor- 
tant that the editors can be frightened 
by, “If you do not refer to the new 

you might lose some of the 
prestige of your paper.” 

When selfish interest dictates the 
bulk of the letters of submittal, it is 
not strange that attention and a large 
measure of consideraion is given to 
those honest-straightforward letters 
that read: “Enclosed are two new cir- 
culars. We hope that you will find 
these of sufficient interest for inclusion 
among ‘Manufacturers’ Publications’.” 

3, Write your release with relation 
to its importance to the industry. A 
two page bulletin may be hot news 
to you but it seldom warrants a full 
column write-up. 

4, Word your release so that it is 
an acceptable announcement of your 
new product. Detailed catalog descrip- 
tions or text advertisements of the 
product should be run on the proper 
pages and paid for at published adver- 
tising rates. Be modest in your claims 
or write your release so that your 
company assumes sole responsibility for 
your statements. 

5, Tell your own story only. No 
matter how subtly you knock com- 
petitive products in extolling the vir- 
tues of your own, that is not news. 

§. Submit your release on its mer- 
its. Do not dangle the questionable 
plum of “We are planning to advertise 
and will select periodicals on the basis 
of the results secured from this keyed 
release.” That will be good again 
when some publicity seeker really does 
talk about advertising after the release 

(Continued on page 52) 
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Character in Catalogs 
















‘ront cover and a selection of pages from the de luxe book on oil well casing by the A. O. Smith Corporation, showing the technique used in the headings, folios anj 
\ll were produced in striking color that helped to add character to the volume and made an otherwise dry subject highly interesting as well as informative reading 


A little vision, thought and planning goes a long way 
in producing catalogs and booklets that have character 


@ JUST because the product may be 
cold and hard and physically unat- 
tractive is no reason why the indus- 
trial catalog should be devoid of ar- 
tistic values which appeal even to the 
most technical and serious minded 
production executive. Nor is there 
any reason why these books should 
lack the lure of romance or story of 
achievement which can tell the prod- 
uct story most interestingly and con- 
vincingly and yet contain all essential 
data wanted by the man who must 
have the facts. It is the ability and 
skill to produce industrial catalogs and 
booklets of this character which is 
needed to lift industrial advertising 
literature as a whole to a higher plane 
in the field of graphic arts. 

One of these catalogs of the type 
generally considered unusual in char- 
acter was published last month by A. 
O. Smith Corporation, Milwaukee, 
presenting the company’s oil well cas- 
ing. It represents an attempt, says 
advertising manager J. Dilot, to make 
a notoriously dry and “charty” en- 
gineering story readable, understand- 
able and usable to any man—with 
pleasure. It is, indeed, more than just 





another pretty book. But its beauty is 
sure to help, at least, gain for it a 
place in the file of reference books of 
many a petroleum executive. 

The starting point in producing this 
book was a mass of accumulated tech- 
nical data from several years of re- 
search, development, and testing on 
casing. The company was adding new 
sizes and grades to its line and felt 
that its complete story would be of 
value to the entire oil industry. That 
meant that it would be talking to a 
widely different type of people, rang- 
ing all the way from the financiers 
at the top, down through the semi- 
technical management to the engineer- 
ing staff, purchasing men, and as far 
as to superintendents and actual field 
production men. The company wanted 
all of these factors to understand its 
story—even to the laymen. Yet it had 
to tell it so that engineers wouldn’t 
pass it off as elementary. Above all, it 
was obvious that it had to get away 
from the typical run of dry and 
“charty” engineering reports and make 
it readable, understandable and inter- 
esting to all. 

“To accomplish our purpose,” ex- 





plains Mr. Dilot, “we split up the 
lengthy story into a series of short 
chapters, each coming to a climax like 
the old-time movie thriller serial. 
Furthermore, each chapter was pre- 
ceded by a synopsis or ‘teaser’ which 
led into and ended with the chapter 
heading. This was done for a two-fold 
purpose: the super-busy man would 
get the highspots of our story even if 
he read nothing but these leads; sec- 
ondly, it would whet the reader’s appe- 
tite and spur him on to read the whole 
chapter after the hints and claims in 
the synopsis.” 

Everything possible was done to 
dress up the chapters with illustrations. 
Chapter headings were hand-lettered 
to gain a lot of character and to put 
emphasis on the most important 
word. Goudy type was selected for 
the body as being most readable and 
possessing just the right weight and 
“rhythm.” All other type faces were 
selected to wear well with the body. 
Wide-line spacing and elimination of 
paragraphs were decided on to help 
ease the smooth flow of uninterrupted 
reading. The “index” informally told 
where the various phases of the story 
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ald be found; and another touch of 
aracter was added with the page 
nbers in circles centered in the out- 
e margin of the pages. 
An important problem,” explains 
Dilot, “was the handling of 
raphs and tables, which usually are 
noxious to the layman. We have 
ied to make them clear by framing 
e vital parts like an open window 
d by airbrush in colors to make each 
fairly leap at you and speak its 
piece. Uppermost in our mind was to 
take brain-wracking effort out of 
reading charts and tables. 
“Incidentally,” he pointed out, “‘our 
raphs for setting depths read down- 
ward. Obvious, isn’t it? But every 
casing chart in the industry reads up- 
wards. Did the engineers balk at our 
unconventional graphs? They loved 
them! And they say that ours is the 
first table they can read without re- 
sorting to a magnifying glass and a 
set of rulers. We tried to do better 
even on the page telling what the com- 
pany makes and is made of. You know 
that’s a page people usually don’t read, 
and we wanted to be as sure as we 
could that they would get our story.” 
The book is 9x12 inches in size, 
sixty-five pages, bound in a heavy blue 
cover embossed in gold. Some 500 
copies were case bound in cloth, espe- 
cially imprinted and numbered as a 


~~ 


Behind The Scenes With Pen And Camera 


Here are covers and spreads from Warner & Swasey booklets showing the interesting treatment and follow-through of the selling theme 
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Tables in the book on Smith casing were made easily readable by throwing a variety of color tints over 
some of the columns and lines of figures. A number of full-page dramatic camera shots were included 


“first edition” and reserved for top oil 
executives. The production was by 
offset lithography in four colors by 
E. F. Schmidt Company, Milwaukee 
printers, who also made all the decora- 
tive art work. All graphs were made 
by the company’s engineering depart- 
ment. The cover was designed by Mr. 
Dilot. The paper stock is offset finish 
of good body, made to order for the 
job. Besides a number of striking 
photographic illustrations which fea- 
ture the book, page two carries a full 
color reproduction of a water color 
painting made especially for the open- 
ing section by Dale Nichols. 

The book is being distributed en- 
tirely by the company’s sales repre- 
sentatives to those in the industry who 
should have them. No special follow- 
through is contemplated, but the story 
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told in the book will furnish the basis 
for an advertising campaign now un- 
der way. 


Interesting Selling Booklets 


Warner & Swasey, Cleveland, turret 
lathe builders, who have been doing an 
outstanding job of publication adver- 
tising, are supporting the effort with 
equally outstanding selling literature. 
Recently, H. W. Fortey, advertising 
director, published a series of four 
booklets which are interesting illustra- 
tions of giving the booklet a theme 
and making it tell a complete sales 
story from an interest arresting front 
cover to a “do something about it” 
suggestion at the end. 

This series is produced in three- 
color combinations in 11'14x8'%4-inch 

(Continued on page 44) 








19 












By S. J. BORCHERS 





How Much Performance Cony? 


This copywriter says there are other facts about a 
product besides performance for emphasis in copy 


@ ANY virtue, carried to extremes, 
becomes a vice. 

These words apply with pointed sig- 
nificance to a current trend in indus- 
trial advertising copy. 

Writers of industrial copy are told 
incessantly that performance is the 
only thing in which the prospect is 
interested that the prospect does 
not care a profanely small amount 
about the design and construction of 
equipment or the company which 
makes it. Copywriters are admon- 
ished not to “bore the prospect and 
kill his interest with technical details” 
or to “tell your prospect what your 
product does for them, not why it 
does it” . . . and so on ad infin. 

Performance should indeed be the 
keynote of the industrial sales mes- 
sage. But should it be the whole 
show? 

The term “prospect” in the indus- 
trial field applies to a number of men 
of different types. There is the high- 
up executive, whose sanction fre- 
quently is necessary on substantial 
expenditures. There are the plant op- 
erating officials, with a variety of ti- 
tles, who initiate and recommend 
equipment purchases. There are the 
engineers, whose approval is often nec- 
essary. There is always the purchas- 
ing agent, of variable importance. 

All of these men are factors in the 
purchase of industrial equipment. Is 
it correct to assume that all of them 
are interested in performance only? 
The big man who has the final word 
is concerned primarily about what the 
equipment will do in his plant, but his 
approval is easier to secure if the com- 
pany name on the proposal is well and 
favorably known to him. 

Plant operating officials are mostly 
interested in performance, but they 
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are also concerned about operating and 
maintenance costs. In many cases 
they like to know why the equipment 
will deliver the results claimed for it. 
The company back of the equipment 
is also a matter of importance to 
them. 

The engineer, when called on to 
give his opinion on an equipment pur- 
chase, is keenly interested in consid- 
erations other than performance 
claims. He knows that the results 
achieved by a piece of equipment will 
vary widely in different plants. He 
must know definitely why the equip- 
ment will do the things claimed for it. 
Its design, construction and mechan- 
ical excellence are matters of concern 
to him. He must know why the op- 
erating and maintenance costs of the 





Plans for the New York Conference of the 
National Industrial Advertisers Association, 
Sept. 20-23, take up much of the conversa- 
tion among industrial advertising men in 
that section, these three included: Charles 
McDonough, Combustion Engineering Cor- 
poration; Robert J. Barbour, Bakelite Cor- 
poration, president, Technical Publicity As- 
sociation, New York chapter, and Kenneth 
W. Bailey, Thomas A. Edison, Inc., past 
president, Industrial Marketers of N. J. 
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machine will be as low as the maker 
states. 

The purchasing agent is a more im- 
portant factor in some plants than in 
others—especially on a competitive 
bidding purchase. He is always inter- 
ested in the standing of the companies 
which have submitted proposals. 
When the machine of one of the 
higher bidders is recommended, he al- 
ways wants to know why the selec- 
tion of the higher priced equipment 
is justified from the standpoint of me- 
chanical excellence as well as antici- 
pated performance. 

A school board was purchasing 
stokers for a high school boiler plant 
and many proposals were submitted. 
Many stoker companies had successful 
installations in schools in the locality. 
One of the salesmen learned that his 
bid was the highest, and that, while 
the board liked his stoker, he was like- 
ly to lose out for that reason. He 
made the suggestion that the board re- 
quest from all the bidders written in- 
formation on the shipping weights of 
the stokers which they proposed to 
install. (He knew his to be the heavi- 
est.) His suggestion was adopted and 
the board had this evidence to support 
the salesman’s statements that his was 
the most substantial machine, which 
could be expected to stand up for the 
longest period of service. 

The board consisted of two steel 
plant executives, a farmer who had 
been a machinist, a lawyer and a jew- 
eler. The first three were naturally 
impressed by the heavier weight and 
more substantial construction of the 
machine referred to. In a matter of 
this kind, their opinions influenced 
those of the other two members. This 
board was interested in selecting 

(Continued on page 28) 


























Highlighted by uniforms and gold braid, the speakers’ table at the Industrial Preparedness luncheon at the Advertising Federation of 
America's thirty-fifth annual convention at New York last month presented an interesting and impressive picture. This group, including 
the speakers, are, left to right, Hon. Louis Johnson, Assistant Secretary of War; James R. White, president, Rickard & Co., New York 


chairman; Allan Brown, director of public 


relations, Bakelite Corporation, New York; 


and Rear Admiral Clark H. Woodward 


Indushrial Preparedness for Peace 


Business and war department officials tell the world 
they are cooperating in preparing U. S. for security 


@ A CONSTRUCTIVE 
leadership that will promote tolerance 
industrial 


type of 
among government and 
heads and start the forces of recovery 
in motion is the first step toward in- 
dustrial preparedness for peace. That 
was industry’s thought advanced last 
month by Allan Brown, director of 
public relations, Bakelite Corporation, 
it the Industrial Preparedness lunch- 
eon at the thirty-fifth annual conven- 
tion of the Advertising Federation of 
\merica. Mr. Brown’s talk followed 
in address on “Industrial Prepared- 
ness for Security” by Louis Johnson, 
issistant secretary of war, who out- 
lined the war department’s program 
of industrial mobilization as a means 
for national defense and the peace of 
the country. 

The industrial session was held un- 
der the auspices of the Technical Pub- 
licity Association, New York chapter 
of the National Industrial Advertisers 
Association, and the Associated Busi- 

ss Papers, Inc. James R. White, 
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president, Rickard & Co., New York 
agency, was chairman of the meeting 
which assumed a colorful and impres- 
sive picture highlighted with inspiring 
uniforms and gold braid. 

Distinguished guests from the army 
included Col. L. A. Codd, secretary of 
the Army Ordnance Association and 
secretary of the Board of Educational 
Orders; Major General F. R. Rowell; 
Major General James G. Harbord, 
chairman of the board of Radio Cor- 
poration of America; and Col. J. K. 
Clement. 

Representing the navy at the speak- 
ers’ table were Rear Admiral Clark H. 
Woodward, commandant of the U. S. 
Navy Yard, New York, and Rear Ad- 
miral Reginald R. Belknap, retired. 
Among the leaders of industry at the 
speakers’ table were: Lenox R. Lohr, 
president, National Broadcasting Com- 
pany; Raous E. Desvernine, president, 
Crucible Steel Company of America; 
Tom Morgan, chairman, Sperry Cor- 
poration; and Col. Charles F. H. John- 


son, president, Botany Worsted Mills. 

The speech by Mr. Johnson, detail- 
ing the preparations being made with 
the codperation of industry for any 
future crisis, was broadcast both to 
this country and to Europe. In the 
evening, it was rebroadcast via short 
wave to Latin America in Spanish and 
Portugese. 

Mr. Johnson outlined the war de- 
partment’s program for building up 
sufficient stocks of supplies and ma- 
terials to care for the first six months’ 
demands in the case of war. Supple- 
menting this actual production work 
is a program of educational orders be- 
ing placed with selected manufactur- 
ers throughout the country so that in 
the event of war, industry would be 
able within six months to establish 
production of sufficient volume to care 
for army and navy requirements to 
carry on its activities unhampered by 
lack of equipment and supplies. 

Another link in the coéperation be- 
tween the war department and in- 
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Here's another group of impressive dignitaries who attended the Industrial Preparedness 


luncheon: Gene Tunney, Rear Admiral 


Reginald R. Belknap, Colonel Charles F. H. 


Johnson, and Major Lenox R. Lohr, president, the National Broadcasting Company 


dustry is the training of military per- 
sonnel in business administration and 
practice so that there may be intelli- 
gent codrdination of activities to a 
common objective. ‘ 

In concluding Mr. Johnson em- 
phasized that there is no one connected 
with any phase of the industrial mo- 
bilization program who is looking for 
an emergency to try out the efficacy 
of the plans. “We are merely soldiers 
of experience,” he assured, “who have 
learned that ‘no government will be 
disposed to violate our rights if it 
knows that we have the means and 
are prepared to defend them.’ In our 
sound industrial mobilization program 
we believe we have developed one of 
the most potent of means for our na- 
tional defense and for the peace of our 
country.” 

Asserting that preparedness for war 


is to guarantee peace for the future, 
Mr. Brown pointed out that such pre- 
paredness must also include a sound 
economic condition in the United 
States, which he said is dependent to 
a large degree upon a prosperous busi- 
ness structure. “Therefore,” he cau- 
tioned, “industry has a definite re- 
sponsibility to the nation—the respon- 
sibility of providing not only the 
materials of defense but a large share 
of the revenues with which to pay the 
costs of security.” The obstacles which 
are hampering business, through hon- 
est differences of opinion and misun- 
derstandings should be eliminated 
through sane discussion, Mr. Brown 
declared. 

“It is all very well,” he continued, 
“for the economist or the reformer to 
devise elaborate plans for national re- 
covery, but as long as distrust and 


enmity and stubbornness are rampant 
throughout the land, antagonizing on: 
group against another, such plans are 
doomed for failure. 

“If I were to select one word to 
shout from the mountain top in this 
kaleidoscopic world of today, it would 
be ‘TOLERANCE,’ for that is the 
essence of a sane and orderly pro- 
cedure.” 

“We Americans have come a long 
way in this country in a comparatively 
short time—further than any other 
nation on earth,” he declared. “We 
can be rightfully proud of our tre- 
mendous accomplishments in industry, 
in science, and in the arts, but we still 
have a lot to learn about human be- 
haviour. If we can master this, we 
can go a long way into the future. 

“Although we have reached our 
geographical frontiers here in the 
United States, and there are no virgin 
lands to conquer, there is a market 
that knows no boundaries, and that is 
the realm of human desire. In the cul- 
tivation of a higher standard of living 
lies our hope for the future. 

“We have the man power. We have 
the capital. We have the machinery of 
production and distribution for the 
development of this great market. 
What we need now is the constructive 
type of leadership that will remove 
these obstacles of attitude and start 
the forces of recovery in motion. By 
so doing we will have taken the most 
important step toward industrial pre- 
paredness for peace.” 





A Sales Manual for 


@ WHEN R. G. Hext, advertising 
manager, Littleford Bros., Cincinnati, 
builders of road maintenance equip- 
ment, made an investigation among 
the company’s dealers to determine 
whether they were being supplied with 
sufficient sales information and data 
for use in closing sales, he found their 
problem to be one of being unable 
to keep the ample supply of material 
furnished them up-to-date and in 
an orderly and easily available condi- 
tion. The task was especially diffi- 
cult inasmuch as the dealers represent 
other manufacturers who also keep 
them well supplied with literature. 
The solution to the problem took form 
in a compact sales manual which gives 
the salesman complete data on the en- 
tire Littleford line, ready for instant 
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Dealer Salesmen 


use. Its reception has fully justified 
the effort and expense involved. 

The cost of making up the man- 
uals was relatively reasonable because 
Mr. Hext made use of all available 
printed matter and bulletins on the 
various pieces of equipment and sup- 
plemented it with sales hints, competi- 
tive information, price sheets, and a 
great number of photographic illus- 
trations of equipment in use. These 
pictures were reproduced by the West- 
erman Print Company, Cincinnati, by 
the offset method on enamel stock and 
lacquered to give them a photographic 
appearance and add to their serviceabil- 
ity. All sections are indexed with red 
celluloid tipped separators. The mate- 
rial is held in Heinn Velocity binders 
of heavy grained brown stock, em- 


bossed and printed in orange by the 
Protecto process, which protects the 
printing from surface wear. 
“We plan to send out periodically 
new photographs taken of equipment 
(Continued on page 94) 
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Effective Industrial Advertising 


IV — How Best to Use Business Papers 


CHAPTER IV 


How Best to Use Business Papers 


@ PRODUCTION executives often 
question the money spent for advertis- 
ing and we sometimes hear managers 
of other departments say, “If only 
you would give me the money you 
spend on advertising, I could produce 
a better product or give better serv- 
ice or add more salesmen and develop 
a better net profit.” 

But it is always well to bring the 
problem right back to the chief ex- 
ecutive himself. Why does he so gen- 
erously throw away anywhere from 
one-half of one to five or six per cent 
of his total sales on advertising? Why 
is he willing to support advertising 
managers, advertising appropriations, 
agencies and publishers? 

We are not convinced that anyone 
has put anything over on him. He has 
the product of his plant to sell, and he 
is seeking the quickest, cheapest and 
most effective methods available. First, 
the salesman costs him two dollars to 
four dollars a call or more. His direct 
mail literature runs from three to as 
much, perhaps, as twenty-five cents 
apiece. But these methods are both lim- 
ited. He desires to contact customers 
more frequently, to reach more pros- 
pective customers, but his volume can- 
not support a large sales force. He 
wants and needs penetration in his par- 
ticular field, so that his direct mail 
may bring more inquiries and orders, 
and so that his salesmen may be more 
readily received. 

He must reach his market by a still 
cheaper route. He desires more live 
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By KEITH J. EVANS 


Manager Sales Promotion Division, Inland 
Steel Company, and Advertising Manager, 
Joseph T. Ryerson & Son, Inc., Chicago. 
Mr. Evans was the founder and the first 
president of the National Industrial Adver- 
tisers Association and was president of the 
Engineering Advertisers Association, Chi- 
cago, 1924-25. He is recognized as one of 
the leading and most successful industrial 
advertising managers in the country today 


leads so his salesmen may call on those 
interested, instead of devoting too 
much of their time to cold calls. It 
happens that the superintendents who 
specify his particular equipment read 
the Superintendents’ Journal, a paper 
designed to make them better bosses. 
The manufacturer asks if this publica- 
tion will also carry his message; other 
manufacturers do the same; and so we 
have our modern business magazine. 
The manufacturer has to pay only 
from three tenths of a cent to a cent 
or so to make a call and tell his story 
in the business press. True, he must 
compete with other advertisers for at- 
tention. The magazine call cannot be 
compared directly with a salesman’s 
call, and is usually not quite as ef- 
fective in tangible results as a well 
prepared direct mail call, but it does 
blanket the personal and direct mail ef- 
fort and helps to make both more ef- 
fective on the most economical basis. 


The Selection of Publications 


After spending the better part of a 
day explaining to publication solicitors 
why you are not in a position to use 
their particular papers, it is easy to be 
quite sure that there are altogether too 
many publications in the business field. 


But when you consider that they all 
are preaching the gospel of better ma- 
terials and equipment, perhaps they 
are helping you, whether or not you 
are advertising with them. It is also 
true that the lesser publications keep 
the others keyed up to their best work, 
and also offer an opportunity for the 
small manufacturer who cannot afford 
the rates of the larger magazines. 

Selection of a good list of magazines 
that will pay best is an important 
task, which too often receives only su- 
perficial attention. Our first impres- 
sion of a publication often is our first 
impression of its representative, and 
too often we do not give him enough 
time, or do not know how to get the 
essential facts from him. There is 
plenty of general information and 
figures, but the measure of value to 
your own company is not so easily de- 
termined. 

Then comes the publication itself, 
and as we peruse its pages we get our 
second impression. An impression too 
often it is because there are few adver- 
tising managers who can read and then 
judge accurately whether the pros- 
pect will be actively interested in the 
editorial content. Especially is this 
true if the company is operating in 
several different fields. Even though 
an advertising manager may have time 
to study and read a magazine, it is 
dificult to determine the interest of 
production executives, purchasing 
agents, superintendents and others who 
read with an entirely different objec- 
tive and background. 

The A. B. C., Audit Bureau of Cir- 
culations, audit gives a good picture of 
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circulation by territorial and class di- 
visions. Circulation methods, percent- 
age of renewals, and other information, 
is all helpful. 

The new industrial magazine studies 
inaugurated by the National Industrial 
Advertisers Association and carried on 
by most of the business magazines is 
perhaps the most thorough job that has 
ever been done along this line. 

The A. B. P., Associated Business 
Papers Association, Inc., in comprising 
a group of aggressive publishers should 
also be mentioned as a factor in im- 
proving publishing practice in this di- 
vision of the publishing business. 

The C. C. A., Controlled Circula- 
tion Audit, is doing a good job for the 
free circulation magazines. C. C. A. re- 
ports give substantially the same infor- 
mation as given by the A. B. C., but of 
course it cannot be as accurate be- 
cause there is no sale or contractual 
relationship between the publisher and 
recipient. 

Most advertisers prefer paid circula- 
tion when it can be secured, but this 
is not the final determining factor. 
There are other considerations of equal 
importance. If a publication is really 
doing a good editorial job, is holding 
attention of its readers and covering 
a market with reasonable thoroughness, 
the fact that its circulation is paid 
or free tends more and more to be- 
come secondary. 

There are many publications that are 
not completely covering their fields on 
a paid basis because they cannot afford 
to pay the increasing costs of selling 
subscriptions to the remainder of their 
market. It frequently costs much 
more to get and keep the paid sub- 
scriptions than is charged the sub- 
scriber; so the publisher must increase 
his expense to get paid circulation or 
combine paid and free circulation in an 

effort to cover a field completely. A 
company magazine is often effectively 
used to supplement business paper 
circulation. 

Checking the publisher’s mailing 
list of a city or state with your own 
mailing list forms an interesting com- 
parison. A letter to a certain limited 
block of its circulation is also well 
worth while when in doubt. It often 
pays to keep a chart on total circula- 
tion and cost per thousand, brought 
up-to-date every six months, in order 
to watch the current status of each 


magazine. 
It is of value to subscribe for or 
send several copies of a magazine to 
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Here is the current Ryerson "Vacation With- 
out a Worry” ad which has become a tra- 
dition in the company's annual schedule and 
advances a very timely and useful sugges- 
tion because of the nature of the business 


three or four men in your plant whose 
interests are similar to those of your 
prospects in the field in question. Their 
opinions will prove valuable. 

Editorial coéperation is import- 
ant. We remember a case in which a 
company continually used advertise- 
ments to sell the trade on the idea of 
better equipment in general, when 
they should have urged the publisher 
to do this in his editorial columns. 
Then the advertiser could use his ad- 
vertising space to show the trade why 
they should buy his particular kind 
of equipment instead or his compet- 
itor’s. But we are not interested in too 
much editorial codperation. When the 
editorial section becomes one grand 
write-up of advertisers’ equipment, it 
goes without saying that readers soon 
lose interest. 

Of course, you will understand that 
we do not include in this comment the 
splendid codperation between the man- 
ufacturers’ production department and 
the editors. We believe it pays to send 
business magazines the story of every 
new product developed; and when you 
have unusual facts of performance of 
material or equipment in the field, the 
editors should have an opportunity to 
go over the story. Never send them 
anything that is not new and of 
general interest; then practically all of 
your material will be used. 

One may have various methods of 
choosing business papers, but after all 
the one best method is by test. Direct 
results are what count. Usually it is 
not practical to judge entirely on in- 
quiries and orders, but these, plus re- 
quests for booklets, etc., may be used 
enough to make worth while compar- 
isons of pulling power. 


One valuable method of checking 






the value of a magazine is to write a 
representative group on a neutral let- 
terhead asking them to rate your and 
competitor’s companies and products. 
Do the same with the subscribers of 
another magazine in which you are 
not advertising in the same or another 
market, and compare the results. 


Position and Size of Advertisement 


Last but not least comes the position 
of the advertisement. Obviously 
enough, everyone cannot have the first 
page in the issue, but certainly it is 
the advertising manager’s job to try to 
place his firm’s advertising where it 
is most likely to be seen and read. 

For some machinery and equipment, 
perhaps, classification may be satis- 
factory, but in the case of most con- 
cerns, you must not have the idea 
that readers are particularly interested 
in seeking out the advertiser. There- 
fore, place your advertising whenever 
possible where they cannot help but 
stumble across it. 

Positions are most frequently rated 
as follows: 

1. Front cover. 

2. Page opposite first editorial. 

3. Inside front cover. 

Outside back cover. 
. First page in the book. 
6. Inside back cover. 


“— +b 


As more industrial publications are 
opening up their editorial space to ad- 
vertisements, the first, second, third, 
etc., positions in the editorial section 
are also very desirable. 

We believe that while a good position 
may cost from fifteen to fifty per cent 
more, it is probably worth fifty per 
cent to five hundred per cent more 
from the standpoint of likelihood of 
readers opening to that position. 

Bleed, and different size 
spaces and being 
used to greater advantage every year. 
Following are some of the space com- 
binations which are effective from an 
attention standpoint but which are 
usually difficult to secure: 

1. Outside thirds or two thirds of 
a spread with two columns of editorial 
between. 

2. Four quarters in consecutive ed- 
itorial pages. 

3. Full page with quarter or third 
on opposite page of the spread. 

4. Bleed lower or upper horizontal 
half page. 


Your Own Advertising 


It is sad but true that many adver- 
tisers buy space and then act as if the 


color, 
combinations are 
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big part of their task is done. A secret 
which publishers very kindly do not 
often mention is that a good propor- 
tion of their clients make very little 
preparation for what they are going 
to say—that their copy very frequent- 
ly is not ready on time, and that time 
and again they fail to profit, simply 
because they do not give the space the 
proper attention. It has been said 
without contradiction that given the 
same space, one advertiser may get 
twenty times the value that another 
may secure, because of the difference 
in copy. 

Before beginning to write for pub- 
lication, the copywriter should know 
his product and know his market. It 
is imperative that he spend time in the 
factory. We often hear of a man who 
is too close to his subject, but we have 
met only one in many years, and he 
was not an advertising man. 

Then the should be 
studied thoroughly, his advertisements, 
catalog quotations, history, and even 
financial Trips to cus- 
tomers’ and prospects’ plants with the 


competitor 


statement. 


salesmen are most valuable, but how 
many of us who write copy spend 
enough time in the field? 

Our general rules on writing an ad- 
vertisement are perhaps far simpler 
than most of our teachers would pre- 
scribe. First, an advertisement must 
have an interesting illustration. We 
would spend weeks doping out a good 
photograph or working with an artist 
to develop a worth while illustration— 
a good stopper. You know what they 
say about a picture being worth a 
thousands words—true and more; for 
a live, clear, interesting illustration in 
an advertisement can accomplish what 
one thousand words never could—and 
that is to stop and hold the attention 
ot the reader. 

The headline is next in importarice. 
If possible, this should be so short and 
to the point that it also is practically 
a part of the picture. A picture head- 
ing is worth so much more than one 
that has to be read. Caps and lower 
case type always are used, because they 
are more easily read. 

The name plate should be at or near 
the bottom, so it will not fight with 
the news heading, but should be large 
enough for those who glance and turn 
the page to get the name; from fifty 
to ninety per cent are in this class, and 
they must be reached, at least with the 
minimum name value. 

Thousands of purchasing executives 
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Here's how John A. Roebling's Sons Company is advertising its exhibit at the New York 
World's Fair with pictorial spreads in business papers—with enough interest value to inspire 
almost anybody to want a trip to the Fair so that he can see every bit of it 








pass orders without question that have 
originated with the superintendent or 
engineer, just because they have often 
seen the name and feel more or less 
familiar with, and thus have confi- 
dence in the manufacturer. 

We believe in a semi-standardized 
layout; that is, the heading, body and 
nameplate should always be the same in 
style for reasonable periods of time for 
cumulative effect. Within these lim- 
itations there is plenty of latitude for 
changing the appearance and appeal. 
Whenever possible, we believe facts of 
performance in the field make splendid 
copy. Men are always interested in 
what the other fellow is doing, even 
if his problems are a bit different. If 
your own organization Cannot get sat- 
isfactory case studies for you, a mar- 
keting research and engineering or- 
ganization, and other similar concerns 
can secure unbiased engineering sur- 
veys of material and equipment in the 
field. The customer performance data 
is convincing, and the idea of the neu- 
tral viewpoint lends weight to the 
facts presented. 

In preparing steel advertisements we 
have varied the appeal from the stand- 
ard, obvious type, illustrating a group 
of Ryerson steel products, with a word 
as to the character of our service to 
the “Vacation without a Worry” type, 
which has received much critical as 
well as favorable comment. A national 
advertising authority criticized the ad- 
vertisement stating that this type of 


copy had no place in a business maga- 
zine, that we have no right to talk 
vacations here—and he is right, judg- 
ing the advertisement without relation 
We defended 
the variation, however, in the interest 
of changing pace, developing a new 
viewpoint, playing up to the personal 
pleasure interest of the steel buyer. 

In the first place, ninty-five per cent 
of Ryerson advertising is steeped in 
Ryerson Certified Steel. Presenting 
products that our customers are buy- 
ing everyday, they may glance, but 


to others in the series. 


turn away quickly unless something 
new and interesting greets their eye. 
So, after talking steel stocks, steel 
prices, steel service, etc., we occasion- 
ally present a different story. This 
time it is June, the purchasing agent 
is wondering when he can take his 
vacation, and worrying not a little 
about keeping the plant supplied with 
every product while he is away. So 
we suggest a reliable source for steel, 
so he may place his orders, take his 
vacation, and rest assured that the ma- 
terial will arrive on time and in good 
condition. 

This advertisement did interest the 
purchasing agents, according to our 
salesmen, who in turn used the idea in 
talking with them face to face. 

In closing this brief comment on 
copy it may be of value to make four 
suggestions: 

1. Force advertisement 

(Continued on page 86) 


improve- 
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APPROVES LAMINATED COVERS 
FOR SECOND-CLASS PAPERS 

To tHe Eprror: While I was ab- 
sent from the city last month the 
Solicitor of this Department acknow!- 
edged the receipt of your letter of 
April 10, endorsing H. R. 4932, a bill 
which would permit publishers to use 
cellulose-laminated covers upon publi- 
cations at the second-class rate of 
postage. 

Upon personally looking into this 
matter the bill appealed to me as a 
very meritorious one and I so advised 
the Chairman of the House Post Of- 
fice Committee and recommended its 
enactment. 

James A. FaRLey, 
Postmaster General, Washington, D. C. 


v v v 


PROMOTES BENEFITS 
FROM MACHINERY 


To THI 


readers may be interested in the fol- 


Eprror: Some of your 


lowing message we have incorporated 
on labels used in shipping our product: 


The making of this product provides 
jobs Its accurate, uniform, pre 
workmanship and _ favorable 
price is possible only through machine 
manufacture; otherwise these jobs 
would not exist 


cision 


We have no desire to limit this idea 
to our own special use and benefit and 
will be happy to have anyone use this 
wording or anything similar to con- 
vey the same idea over their own name 
to achieve the same objective for the 
general good of industry. 


L. C. BLAKE, 


Advertising Manager, Curtis Pneu- 


matic Machinery Company, St. Louis. 


v v v 


DIRECT COLOR 
REPRODUCTION OF BRICKS 
To THE Eprror: We were interested 
in the articles you ran on the use of 
Kodachrome photographs in industrial 
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advertising and we’re sorry if we take 


away your interest in the natural color 
reproductions of refractory specimens 
in our new booklet when I tell you 
No _photo- 
graphs at all were involved. The sam- 


how they were made. 


ples of brick at various temperatures 
were cut and mounted and process 
negatives made directly from them. 
This method was decided upon after 
a number of discussions with the 
photo-engraver and the results brought 
out that certainly we were not wrong. 
Comparison of proofs with the actual 
samples showed reproductions to be 
surprisingly accurate, both as to color 
values and detail of grain structure. 
While we can’t add anything to 
your information on the use of color 
photographs, the fact that no photo- 
graphs were used has added interest. 
BRAXTON POLLARD, 
Advertising Manager, A. P. Green Fire 
Brick Company, Mexico, Mo. 
vvwyY 


COPYWRITERS BORN TO 
BLUSH UNSEEN 

To THE Eprrors: I just wanted you 
to know how pleased I was with the 
kind words of The Copy Chasers in the 
June INpUsTRIAL MARKETING about 
our Interchemical and Ault & Wiborg 
advertisements. The copywriter al- 
ways feels that he is born to blush 
unseen, and it is a genuine and un- 
usual thrill for him to be praised for 
his work in such public fashion. 

As it happened, the passages from 
the Interchemical ad which they 
singled out (re: Aridye and Poly- 
merin) were written by me, although 
the general idea for this piece of pro- 
motion was George Welp’s. So I felt 
doubly flattered. 

In order that I may preserve these 
welcome sentiments of yours, would 
you be good enough to send me two or 
three copies of your June issue? I can 






refer to them with nostalgia when the 
consumer movement or Mr. Thurman 
Arnold outlaws advertising. 

Davip DoNovaNn, 
Interchemical Corporation, New York 


_ a A 
THE POWER OF DESIGN 
IN ADVERTISING 

To THE Epiror: For a great many 
years I have been selling space on 
Chemical & Metallurgical Engineering 
here in the Philadelphia territory, and 
the use of advertising suggestions to 
help increase the business is a com- 
mon occurrence. Very seldom, how- 
ever, does the advertiser decide to use 
it in the fashion shown on the enclosed 
proof, a full page ad which appeared 
as you see it in the May issue. 

It came about like this: I dropped 
in to see Mr. Thomas Murphy, presi- 
dent of the Monarch Manufacturing 
Company, with a layout and typed up 
copy, the space for the latter being in- 
dicated as is usual on all layouts. Mr. 
Murphy took a look at the layout and 
with a minor correction in the address, 
authorized me to run it as it appeared. 
I pointed out to him that I had what 
I thought was an excellent piece of 
copy to go with the layout and tried 
to get him to read it. He refused to 
do so, however, and told me to run it 
as authorized minus all copy and in 
the form of an original layout. | 
pointed out that it would look like we 
had gone off “half cocked,” and he 
came back with the remark that that 
was the reason he wanted to run it 
because it would probably get more 
attention in that the reader would 


think that “the damn fool had for- 






































MONARCH MANUFACTURING WORKS inc. 


2720 CAST WESTMOREL ANOS STREET ee 
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rten to submit copy and cut to go 
th the layout.” 
[his is a rather unusual piece of ad- 
vertising understanding, and I thought 
your readers might be interested in the 
novelty therein. You may be inter- 
ested in knowing that the advertiser 
has already received an unusual amount 
of inquiries produced therefrom. 
W. W. QuaRLes, 
District Manager, Chemical & Metal- 
lurgical Engineering, Philadelphia, Pa. 
vveey 

KEEPING TRACK OF 
CUTS AND PHOTOGRAPHS 

To THE Eprror: The following may 
help the writer of the letter on “Or- 
phan Halftones and Printing Plates” 
which appeared in “Problems in Indus- 
trial Marketing,” in the June issue. 

We have a simple, yet comprehen- 
sive system for taking care of and 
keeping close track of our clients’ 
copy, photographs and cuts. It con- 
sists of a card file with cards bearing 
consecutive numbers. Immediately 
upon releasing copy to the engraver, 
it is given a card and number. When 
the plate and proofs are delivered, the 
proper information is noted on the 
card and proof (if small enough) is 
pasted on the card also. Any move- 
ment of copy, cuts and electros, is 
noted at once on the card. Thus we 
can tell where the material is. 

Duplicate photographs, unretouched, 
are kept in a file box under the client’s 
name. Publications are requested 
every three months to return all plates 
for a certain client excepting signa- 
ture cuts, trade mark cuts and those 
which are used more or less constantly. 

We also maintain a scrapbook for 
each client with proofs of all their 
cuts numbered to correspond with our 
card file. In addition, we turn over 
a proof of each cut to the client with 
its number and many of them keep 
their own scrapbooks. All clients are 
made familiar with our system and 
all they do is to call and ask for an 
electro to be made of cut No. 3900. 

We realize that this adds some de- 
tail to the office work, but we are 
firmly convinced it is worth the ex- 
The sys- 


tem has been in existence in this of- 


tra work many times over. 


hee for over ten years and the very 
few cases in which we have not been 
ible to trace a cut or piece of copy 
ire the fault of the human element 
nd not the system. 

[ appreciate the many tips I have 
received through your column and the 
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Allis-Chalmers Mfg. Company, Milwaukee, 
tied in with the Wisconsin Products Week 
by showing motors and Texrope drives and 
control equipment which are used exten- 
sively in the textile industry in a women's 
apparel shop window along with a display 
of a model attired in dainty evening gown 





general good reading of INDUSTRIAL 
MarKETING—so I thought I might re- 
turn, in some small measure, a little 
help where it might do some good. 
GLENN H. Cox, 
Secretary and Production Manager, 


Eldridge-Northup, Inc., Trenton, N. J. 
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FACTORS FOR FIGURING 
AGENCY'S COMMISSION 

To THE Epitor: The agency com- 
missions on industrial publications 
vary all the way from zero to standard 
fifteen per cent. If an agency bases its 
client contracts on a commission basis 
this means constant figuring of new 
rates when budgeting schedules. 

To lighten the clerical work of fig- 
uring these budgets, I have worked out 
the following factors. They may be 
of some interest to your readership. 

A factor is used simply by multi- 
plying. That is, the new budget rate 
will yield fifteen per cent of the gross 
if the publication rate is multiplied 
by the factor given for the publica- 
tion commission. For example, sup- 
pose the publication quotes $97 and 
eleven per cent agency commission. 
Multiply $97 by factor 1.046. The 
result will be the new budget rate of 
$101.46. There is no further calcu- 
lation needed since this yields fifteen 


per cent to the agency within eight 
cents. The actual yield is $15.13. 
An exact fifteen per cent yield would 
be $15.21. In practice an agency does 
not come much closer than ten cents 
in figuring such rates. 

The factors are: 


14°,-1.011 9% -1.070 4%-1.129 
13%) -1.023 8°-1.082 3%-1.141 
12%-1.035 7%-1.093 2%-1.152 
11%-1.046 6%-1.105 1“ -1.164 
10° -1.058 §“>-1.117 0°. -1.176 


T. R. Crawrorp, 
The Fensholt Company, Chicago 
, 
INTERESTED IN 
PUBLIC RELATIONS 
To THE Eprror: We are enclosing 
an ad that we will run in allied pe- 
troleum publications beginning the 
twelfth of this month. 
now we have been interested in com- 
ments of The Copy Chasers on indus- 
trial advertising, and we would ap- 
preciate your bringing the attached 
advertisement to their attention. We 
would be very interested in learning 
of comments and criticisms they have 
to make. (See O. K. As Inserted.) 
Each issue of INDUSTRIAL MARKET- 
ING is intensely read by our advertis- 
ing department and we have benefitted 
from the many suggestions, so appli- 
cable to the industrial advertiser. For 
a suggestion, we would like to see sev- 
eral articles dealing with the prob- 
lem of public, intra-and inter-relation- 
ships of companies dealing only in dis- 
tribution and sales. 
Best wishes for continued success. 
H. B. GREEN, 
Advertising Department, The Contin- 
ental Supply Company, Dallas, Texas 


For some time 
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READERS CHECK WITH 
THE COPY CHASERS 

To tHE Eprror: Many thanks to 
The Copy Chasers for giving us an 
“orchid” on our current Krebs pig- 
ment advertising for the paper in- 
dustry. I assure you the kind words 
were greatly appreciated. Such little 
boosts make this advertising business 
seem very much worth while. We are 
also happy to report that many of our 
customers in the trade have com- 
mented on these ads much along the 
same way in which The Copy Chasers 
mentioned—that this series was quite 
a relief after so much of the run-of- 
the-mill trade paper advertising. 

S. J. Day, 

Advertising Manager, Krebs Pigment 
& Color Corporation, Wilmington, Del. 
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| Injecting Life Into a Sick Subject 


@ ANOTHER interesting exam- 
ple of how company booklets ad- 
| dressed to the employe may be given 
an unusual twist to make them 
more interesting and human is one 
just issued by General Motors Cor- 
poration presenting details of its 
new group hospitalization program. 
While the copy is informal and 
easily read, the burden of the ex- 
planation is carried by bold little 
line drawings, done in cartoon style. 
There is a freshness and a humor 
about the handling of the drawings 
that puts over the serious impor- 
tance of the plan at a glance—and 
does it better than a more formal 
presentation. 

show the 


Pictorialized charts 


small amount of money contributed 





in the minds of the employe and 


by the employe, the amount con- 
tributed by General Motors, and the 
amount of benefits. Other drawings 
drive home the security of belong- 
ing to such a group by showing a 
patient in bed with the ghost of a 
bank 


over his head and then beside it an- 


depleted account hovering 
other picture of a patient with the 
smiling hospitalization plan asking. 
“Need help, Mister?” 
of the booklet 


listing questions that might arise 


Seven pages 


are given over to 


the answers. And the reader can 
pick out his own sickness or opera- 
tion by price, if he prefers, as most 
of the desirable or popular ones are 


cataloged in full detail as to cost. 











| CONTINUED FROM PaGE 26}! 


Performance Copy 


equipment which would render long 
service and the comparison in weights 
undoubtedly had something to do 
with their final selection of the stokers 
which made the best showing in this 
respect. Here was a selling point 
which had never been mentioned in 
the stoker manufacturer’s literature. 
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Performance copy may be decidedly 
strengthened by pointed information 
regarding the design, construction and 
mechanical excellence of the equip- 
ment. Performance claims are easy 
to make and testimonials not difficult 
to secure. The men who influence in- 
dustrial equipment purchases are keen 
and critical. They know that equip- 
ment which in one plant gives service 
which evokes a glowing testimonial, 
may not serve so well in other plants. 
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Business Advertising 
Shows Gain in First Half 


@ DEFINITELY registering a con- 
tinuous upward trend, advertising vol 
ume in business papers for June was 
3.86 per cent ahead of issues a year 
ago, according to reports by 108 publi- 
cations. Business for the first six 
months of the year was off 4.89 per 
cent as compared with the first half of 
1938. This, however, is a marked im- 
provement as compared with the rec- 
ord for the year 1938, which registered 
a loss of 16.91 per cent from 1937. 

Seventy-seven papers in the indus- 
trial group increased their June busi- 
ness this year by 2.19 per cent and 
ended the first six-month period only 
6.15 per cent below that of last year. 
This group showed a 16.54 per cent 
loss for 1938. 

Twenty-one publications in the trade 
classification also showed a gain for 
June issues, reaching slightly over one 
per cent against those of June, 1938. 
This group likewise improved its posi- 
tion for the period to date with a .03 
per cent gain for the first half as com- 
pared with the initial six months of 
1938. The trade division ended 1938 
with a nineteen per cent loss. 

The class publication group of ten 
papers jumped 7.05 per cent above 
June, 1938, issues and closed the six- 
month period 4.35 under the same 
period a year ago, but favorable in 
comparison with a 15.99 per cent loss 
for the year 1938. 


They want to know what characteris- 
tics of the equipment make its per- 
formance possible. 

The advertising which 
makes these points clear is bound to 
be more effective than current per- 
formance copy, even when supported 
by testimonial matter. 

To cover both angles in the adver- 
tising message requires, in some in- 
However, the 


message 


stances, longer copy. 
difficulties which may be encountered, 
in the space available and in the 
length which it is advisable to give 
the text, can be overcome. The re- 
sourceful industrial copywriter, who 
knows how to conserve his wordage, 
will find it possible to get across sell- 
ing points embodied in the design and 
construction of the equipment with- 
out sacrificing the performance theme. 
Pointed information on the mechan- 
ical excellence of the equipment often 
lends conviction to the performance 
story. 
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ADVERTISING VOLUME FOR JUNE ISSUES OF INDUSTRIAL, TRADE AND CLASS 


Industrial Group 

\ero Digest Terre Teta 
(American Builder & Building 

Age Ceoeoeceeseeesesseece 
American Machinist (bi-w) 
‘rchitectural Forum ...... 
Architectural Record 
Automotive Industries (bi-w) 
8 
Bakers’ Helper (bi-w).... 
Brick @& Clay Record...... 
Bus Transportation ...... 
Ceramic Industry ......... 
Chemical & Metallurgical 

Engineering ........ ; 


Civil Engineering ........ 
( al Age eececveceeeeeeece 
Confectioners Journal ..... 


Construction Methods and 
Equipment (83¢x12) 
LAO tector eceresence 
Diesel Power & Diesel 
Transportation ......... 
Diesel Progress (8! 2x11 Din 
Electric Light & Power... 
Electrical South ....ccces 
Electrical West ...... 
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ngineering & Mining Jour 


Maintenance .......... 
Food Industries ........ 


H iting Pipit gy G@ Air ( 
rere 
Heating & Ventilating Ma 






itchcock’s Machine Tool 
Blue Book (4! 9x6! Q)ecs 
Industrial @& Engineering 
Chemistry (3 editions).. 
Industrial Power (44x 
ee eee 


The Iron Age (w)........ 
LEY FAME 6 ones vee 
Machine Design ......... 
: ; 
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Manufacturers Record.... 
Marine Engineering & Ship 
ee 
Mechanical Engineering 
es, eee 
Metal Progress co ereccees 
Metal & Alloys ......... 
ow PEPE T eee 
Mill Supplies ............ 
Modern Machine Shop 


ye) ee 
National Petroleum News 
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National Provisioner (w).. 
Oil @ Gas Journal (w) 

oe) eee 
Oil Weekly (w)......... 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Charging Branches 
For Advertising 


Would you be good enough to ad- 
vise me if it is standard practice for 
industrial advertisers to make a defi- 
nite charge to their wholly owned 
branch offices for publicity material 
sent into the branch office territories? 

Is it standard practice for industrial 
advertisers to charge branch offices 
pro rata for national advertising? 
Your codperation in giving me some 
information along these lines would 
be very much appreciated. 

PRESIDENT. 


We do not believe there is any one 
method which is predominantly used. 
We know of one large company that 
at one time charged every branch 
plant and office for the exact circula- 
tion within its own territory of every 
magazine in which they advertised. 

Now, however, they take all gen- 
eral advertising and divide it on the 
basis of sales—only charging directly 
to each branch plant and office the 
advertising material directly requested 
and used by the plant or office in 
question, 

In industrial advertising, as the per- 
centage is rather low, there is no im- 
portant need to divide the costs with 
extreme accuracy. However, when 
advertising or sales expense figures are 
a large proportiom of total sales, then 


more accurate accounting is desirable. 


Inquiries from Advertising 
Recently we have experienced a 
slump in inquiries from our industrial 
The boss is blaming the 
Is this gen- 


advertising. 
advertising department. 
eral, or have you any information 
that will bear on the subject? 
ADVERTISING MANAGER. 


Years ago when industrial advertis- 
ing was lower in volume and less ef- 
fectively done, it seems that most ad- 
vertisers secured more inquiries. Now, 
with larger industrial advertising 
budgets, more advertising and sales 
competition, and increasing competi- 
tion for time on the part of the radio, 
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movies, automobiles, etc., it is more 
difficult to secure inquiries. 

In the case of several companies we 
have checked following fairly uniform 
schedules, inquiries were highest back 
in 1929. The curve then dropped 
down through 1932 and 1933, and 
has been on the increase ever since. 
Generally, however, they have not re- 
turned to their former high level. 

The matter of inquiries, however, 
still remains very much with the man- 
ufacturer. When a company comes 
out with an entirely new product, or 
makes radical changes on old prod- 
ucts, it will step up the number of 
inquiries. For instance, when weld- 
ing rod first became popular, everyone 
could secure plenty of inquiries for 
literature and bulletins on the subject. 
Now everyone has difficulty securing 
inquiries because the average user be- 
lieves he has the information and is 





Gallun’s 2 


is the leather that sells your shoes 








One of a series of pages in the campaign 
for A. F. Gallun and Sons Corporation, 
Milwaukee, for which Hoffman & York re- 
ceived an award for the best business paper 
campaign exhibited at a meeting of the 
National Advertising Agency Network last 
month. The advertising has been successful 
in getting dealers to specify Gallun leath- 
ers on orders, in addition to selling 
manufacturers on its particular quality 





reasonably satisfied with current re- 
sults. 


Renewals or Circulation Growth 

Is renewal percentage or circulation 
growth the best indication of the ac- 
ceptance of a business paper by the 
industry it serves? 

ADVERTISING MANAGER. 

Naturally both renewal percentage 
and increase in circulation are good 
indications of acceptance of a busi- 
ness paper by its industry. However, 
percentage of renewal each year is 
perhaps most important if one is to 
judge the true acceptance of a paper. 
In measuring the value of circulation 
growth, one should study in detail 
the method of securing the circula- 
tion. If it seems sound, then certainly 
it has definite value. 


Signature of Advertisement 

Should the signature of a page ad- 
vertisement be lighter, the same, or 
heavier in weight than any other por- 
tion of the ad? 

ADVERTISING MANAGER. 

No one simple answer can be given 
to your question. Generally speaking, 
however, we would believe the signa- 
ture should be the same or slightly 
lighter. Of course if you develop any 
news or other interest in picture or 
probably in the heading of the ad- 
vertisement, this should take prece- 
dence over your company name. 

Many times the company name 
stands out too strongly and then a 
customer or prospective customer may 
turn the page believing he knows your 
message and firm without reading. 


Distributing the Catalog 
If a manufacturer sells his product 
through industrial distributors, should 
he distribute his new catalog to their 
customers by mail or by the distribu- 
tors’ salesmen in person? 
ADVERTISING MANAGER. 


If a manufacturer is selling through 
industrial distributors, it will be very 
helpful, we believe, to work out an 
introductory campaign with the dis- 
tributors for the new catalog. 

The catalog will bear the name and 
address of the distributor and will be 
introduced by the distributor, either 
by letter or personally delivered by 
the distributor’s salesmen. 

In this way the manufacturer can 
secure full value for his money, plus 
the time and attention of the distrib- 
utor’s salesmen which represents a 
very substantial plus item. 
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ovides Exceptional 
ules Opportunities 


A Large 1939 
Program Ahead 





HE magnitude of the marine mar- 

ket is indicated by the unprece- 
ented volume of shipbuilding now 
nder way. In the first half of 1939, 
more than 320,000 tons of merchant 
and naval vessels were ordered. This 
new construction, plus the tonnage 
previously ordered, represents a total 
volume of shipbuilding exceeding 
1.000.000 tons. 


This impressive expansion confirms 
the outstanding sales opportunities of- 
fered by the marine field. Moreover, 
a large additional program is sched- 
buled for early action. The Maritime 
Commission's 1939 construction pro- 
gram includes 37 additional merchant 
vessels, and private operators are also 
scheduled to start construction of new 
Svessels. Bids will be received on July 
§11 for the construction of the Mari- 
time Commission’s C-] ships and on 
August | bids will be opened for con- 
structing three cargo vessels for the 
Robin Line. 
Here is a market that offers excep- 
Ttional immediate and long-term busi- 
é g usi 
| hess opportunities—a market in which 
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vigorous sales and advertising efforts 
will prove most timely and profitable. 
To bring your products to the atten- 
tion of the important marine men with 
purchasing influence and _ buying 
power, feature your products in the 
advertising pages of Marine Engineer- 
ing and Shipping Review—the publi- 
cation these men rely upon to keep 
abreast of developments in their field. 


Proof of the value of this publication 
as a business influence for you is its 
outstanding marine market coverage 
verified by leadership in paid audited 




























. its acknowledged pre- 
eminence in editorial quality and 


circulation . . 


reader interest . . . and its outstanding 
acceptance by manufacturers as shown 
by its 22 per cent increase in advertis- 
ing in the first half of 1939 over the 
like 1938 period. 


Continuous advertising in Marine En- 
gineering and Shipping Review will 
keep the merits of your products con- 
stantly before the marine men you 
want to reach—it is a proven publish- 
ing service that helps increase marine 
sales. 


Marine Engineering 


and Shipping Review 











105 W. Adams St., Chicago 


30 Church Street 


Los Angeles 


Simmons-Boardman Publishing Corporation 


Terminal Tower, Cleveland 
San Francisco 


New York, N. Y. 


Washington, D. C. 
Seattle 












Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Vast Buying Program 

In Automotive Industries 

@ THE industrial equipment market 
within the automotive industries is a 
function of the extent and significance 
of new model changes in passenger 
cars, by an industry which relies large- 
ly on annual style changes to main- 
tain a mass market for itself. 

The 1940 passenger cars will begin 
to reach the public this year much 
earlier than they did last year. Ad- 
vance information on the general char- 
acter of mechanical and _ styhing 
changes indicates a market for ma- 
chine tools larger than has prevailed 
for several years. Before the year 
is out there will have been held three 
major machine tool shows, a fact of 
considerable significance in this con- 
nection. 

There will be, in connection with 
the 1940 models, a larger use of plas- 
tics and die castings, representing the 
displacement of one type of material 
with another and a consequent need for 
utilization of new machines in dif- 
frent fields. There is a considerable 
tendency towards lightening unit 
structures, but in most cases desired 
results cannot be obtained without the 
development of new forms, which 
again means the employment of new 
materials and the dev elopment of new 
machines. 

In addition to a sound industrial 
market in the passenger car field, the 
1940 manufacturing season should see 
a vastly enlarged market in the field 
of aircraft engines, tractors, and 
trucks. All of these utilities will bene- 
fit from government interest in their 
manufacture, and from the develop- 
ment of new competition which will 
force the re-vamping of established 
lines. — Hersert Hoskins, Editor, 
Automotive Industries. 


Telephone Installations 
Break Former Records 

@ IN March, 1939, the telephone in- 
dustry broke all existing records when 
it installed its twenty millionth tele- 
phone in the United States. Before the 


month was over the total swelled to 
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20,050,656 telephones in use. The 
former record was 20,000,000 tele- 
phones in 1930. June 1, the new rec- 
ord stood at 20,218,296 with no indi- 
cations of the usual summer lull which 
in 1938 registered losses in July and 
August. 

This large increase in telephones has 
reacted very favorably on suppliers to 
the industry who report large gains 
over 1938 business to date. The re- 
turn to pre-depression volume has re- 
sulted in many exchanges being com- 
pletely rebuilt with latest equipment. 

The wage-hour situation which 
penalizes the smaller exchanges al- 
most to condemnation looks much 
brighter with an amendment before 
the congress for exemption. This fail- 
ing, the manufacturers of machine 
switching equipment which could 
mean the elimination of manual opera- 
tors, will find business the best in their 
history. 

Construction during 1939 should 
easily reach $300,000,000 with long 
span construction of rural lines of 
major importance. Heavy damage 
such as that encountered in New Eng- 
land in 1938, can seasonably be ex- 
pected to swell this total later in the 
year. Manufacturers of supplies for 
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the industry are having their best year 
since the depression. Government tele- 
phone census of 1937 evaluates plant 
and equipment in the amount of $5,- 
000,456,220. Indications point to con- 
tinued growth for the next twelve 
month.—Ray W. Smirn, Editor, Tele- 
phone Engineer. 


Industrial Nisin Bieta 
By Pittsburgh Ad Club 


C. C. Conner, assistant advertising 
manager, Aluminum Company of America, 
was elected president, Pittsburgh Adver- 
tising Club, last month. Fred W. Pen 
nington, publicity department, Westing- 
house Air Brake Company, was elected 
vice-president; J. A. Cullison, advertising 
manager, National Fireproofing Corpora- 
tion, secretary, and Eric Johnson, Penn 
Mutual Life Insurance Company, treas- 
urer 

The following were elected to serve on 
the board of directors: K. E. Kellenberger, 
advertising manager, Union Switch @ Sig- 
nal Company; David Olmsted, manager, 
Pittsburgh Convention and Tourists’ Bu- 
reau, and Edwin H. Stuart, president, 
Edwin H. Stuart, Inc 


Continental Appoints DeLo 
Joseph A. DeLo has been promoted 


from assistant advertising manager to sales 
promotion and advertising manager of the 
Continental Steel Corporation, Kokomo, 
Ind 


Galen Snow Expands 


Effective July 1, Galen Snow, Inc., 
Springfield, Mass., agency, becomes Snow, 
Bates & Orme, Inc. Mr. Snow continues 
as president and general manager of the 
agency and A. M. Orme, who has been 
associated with Mr. Snow since 1938, will 
be vice-president. J. D. Bates, Jr., who 
has recently resigned as an executive of 
the J. D. Bates Advertising Agency, has 
been elected vice-president and director of 
the new organization 


A shadow box using more than 200 charts, enlarged photographs, maps and other exhibits 
forms the stage on which Henry Disston & Sons, Inc., is concentrating interest in a series of 
nation-wide sales conferences for its industrial division. The theme of the meetings 


is based on three S's — standards, service, sales, emphasized by cutouts shown at the top 
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WE Can't Stand by 
and See The Machine Slandered 


power. Others will appear during succeeding 
months until the full and true facts have been 


revealed. 


Sensing a real threat to industrial progress in the 
present-day recurrence of the age-old antagonism 
to mechanical improvement, The Iron Age has taken 
prompt and aggressive steps to defend the ma- 
chine—the object of direct attack. 


The first of a series of graphic editorial presenta- 
tions appeared in the May 18 issue and under the 
title of “the Threat to the Machine" outlined the 
nature of the anti-machine propaganda which is 
being presented to millions of people from coast 


to coast. 


The second, "HE'S BACK IN 1899 and Doesn't 
Know It!"' appeared June 8. It begins the presen- 
tation of conclusive proof that the machine is actu- 
ally a builder of employment and of mass consuming 


The Iron Age undertook this job because it saw that 
this "threat" could easily become not merely a 
sales deterrent but a serious obstacle to industrial 


progress. 


This campaign is typical of the constructive work 
that The lron Age does for its industry in addition 
to regularly providing authentic news and technical 
information. Small wonder that it leads in reader 
interest, influence and advertising effectiveness. 


lf you are a manufacturer of machinery and would 
like the full story of what this series is accomplish- 


ing, write— 


A Chilton @ Publication 
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THE IRON AGE, 239 West 39th Si, N.Y. 
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Do You Write Corny Advertising? 


We shall always love Carole Lom- 
bard and Hedy LaMarr, but this 
month our heart belongs to a fellow 
named James T. Mangan, advertising 
man of the Mills Novelty Company, 
Chicago, for the swell little fight he 
started at the Advertising Afhliation 
meeting in Cleveland several weeks 
ago. (See Advertising Age, May 15). 
ft all began with his challenge, “Do 
You Sponsor Corny Advertising?” 

There’s nothing like a good fight 
to start some real ideas popping. The 
time to worry is when the boys all 
sit around the table and “yes” each 
other to death. Once we worked on 
a codperative advertising proposition 
with four other agencies. Each of us 
had several pieces of copy to write. 
Then we had a meeting. Each agency 
man stood up and read his work. Ah! 
The adjectives! “Fine!” “Marvelous!” 
“Great Stuff!” A _ regular Mutual 
Admiration Society. Was the copy 
good? Brother, it was corny! 

You think we're getting warmed 
up to preach. We’re not. Nor are 
we going to rip through fifty ads and 
show you why they’re corny. That 
would be unfair to a few thousand 
other advertisers, and it wouldn’t help 
you very much. 

The only point we want to get 
across is that you may fool your boss 
with this brand of advertising 
yourself—but you 
Look... 





you 
may even fool 
don’t fool the customers. 

Dear Copy Cuasers: Can't something 


be done about dopey heads like the ones 
I'm enclosing? We oil men lead a tough 


enough life as it is, and I know that quite 
a few of us resent this type of rubber 
stamp advertising as an insult to our 1n- 
telligence 
Yours for better oilfield advertising, 
J. C. ELtery 


The enclosures? Three ads from 
the oil papers—two of which appeared 
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Do you Write “Corny” Advertising? 


... Your Public... Uncovering New Uses 
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in the same issue of the same maga- 
zine. The headlines . . 

“The Sun Never Sets on Fort 
Worth Spudders.” 

“The Sun Never Sets on Axelson 
Pumps and Sucker Rods.” 

“The Sun Never Sets on BJ Triplex 
Hooks.” 

Practically 
those headlines will smile (except the 
writers and -sponsors), and say to 
themselves that their stuff certainly 
isn’t in that class. That’s the danger 
of the whole setup. Corny advertis- 
ing is like B.O.—them that has it, 
don’t realize it. 

Let someone razz your advertising 
because it’s radical or unorthodox. 
(Yes, even the Copy Chasers.) If 
you believe in it, and are exciting 
about it—keep merrily at it. 

Corny advertising is something else 
again. Challenge it yourself before 
your customers do. 


Your Public 

Something called “Public Rela- 
tions” is very much in the limelight 
these days. All business, large and 
small, is becoming more and more 
concerned with selling itself to its 
employes, its customers, its stockhold- 
ers, the people in its community, and 
all people with whom it comes in 
contact. 
Advertising, logically, plays a big 


everyone who reads 
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for New Products . . . Back to Primer Book Technique 


role in the public relations picture 
—and can be invaluable if used right. 
Too many mistakes have been made 
in the past, however, with the wrong 
kind of advertising. Advertising that 
boasted—Mister Manufacturer telling 
himself in print what a great guy he 
is. Advertising which took the de- 
fensive and weakly put up an arm 
to ward off negative propaganda. 
And much advertising which tried to 
get by with phoney public relations 
appeal. 

There are many legitimate angles. 
One of the most common isn’t really 
public relations advertising per se, but 
the advertising of products or serv- 
ices that make for better public rela- 
tions. Air conditioning is a classic 
example. A _ straight selling appeal 
might be, “Increase Production.” <A 
public relations appeal would be “Keep 
Your Employes Cool and Comforta- 
ble.” Some products—paint, wash- 
room equipment, insurance, safety 
clothing, etc.—are naturals for this 
appeal. Here are several good exam- 
OMS » ss 

Delta Manufacturing—we like this 
half page well enough to give it a 
prize. Because like all good things 
it is simple. It’s all in the headline, 
“A NEW IDEA You Can Show Your 
Boss.” Its smart slant has come 
about through some knowledge of 
worker psychology, and it has a two- 
way contribution to public relations 
in its own little way. First, better 
customer relations for Delta by be- 
ing willing to talk right to the man 
in the shop, a man who is often ig- 
nored. Two, better employe relations 
in the plants of Delta’s prospects by 
helping bring workers and their bosses 
closer together. We don’t mean to 
say that one little ad is going to do 
all these things, but if Delta contin- 
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He is C. C. Glenn, Gen. Supt., Rich's, Inc., department store of 
Atlanta, Ga. 

He specifies all mechanical equipment—boilers, piping, transmis- 
sion, electrical equipment, air conditioning, elevators and numer- 
ous supply items. 

His buying influence is widespread. Power engineers throughout 
the South have inspected his plant and sought his advice. 


You can reach him best through POWER. He says it is the one 
publication that best serves his broad engineering needs. 


And through POWER you can reach thousands more like him—the 
leading engineers of all industries whose experience sets equipment 
and operating standards for various types and sizes of plants. The 
cost is less than one cent per month per reader for a full-page mes- 
sage—23,000 subscribers, 86,000 readers. 


Write for 12-page booklet—”Power, the Market, the Publication” 
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ues to make the worker a partner 
that’s the effect this adv ertising is go- 
ing to have. Congratulations to 
Walter E. Schutz, Delta adver- 
tising manager, and to Irving 
Rosenbloom, Chicago agency 
head, for knowing enough about 
human nature to use this re- 
freshing approach. 

Scott Paper—who has been doing 
the outstanding jobs along 
“Double 


washrooms. 


one of 
these lines featuring the 
Standard” in 
Scott Tissue towels all around do the 
Ads like, “ ‘Say, Tom, is that 


washroom?’ ”— 


company 


trick. 
the boss using ow 
‘Single Standard’ Washrooms Planned 
by Scott”—and “Glad We Scrapped 
the Washroom ‘Double Standard,’ ” are 
Scott’s way of selling more of its 
product by selling a fine employe re- 
lations idea. 

Insurance Co. of North America— 
handle its story very effectively in a 
Nice 


headline, too. It sells fire insurance 


recent page, “Fired by Fire.” 
by showing how a community suffers 
when a plant is destroyed or tempo- 
rarily closed down by fire. Sane, sen- 
sible appeal. 

Frigidaire—has been using the em- 
ploye relations theme successfully for 
some time now. At least two years 
ago we praised one of its water cooler 
ads. A current page is equally good 
a real pleasure 
New 


Picture of a 


—Working here is 
since the boss installed Frigi- 
daire Water Coolers!” 
smiling worker, and serious subhead, 
“Modern Water 
Systems Increase Employe Safety and 
Build Good Will... 
Pay for Themselves in Savings.” 
Republic Steel—demonstrates in a 


color spread how the employe rela- 


Frigidaire Cooling 


Efhciency 


tions appeal can be part of a straight 
Headline—"“4 Things 
Enduro Stainless Steel can do 


product ad. 
That 
to help plant owners and operators.” 
Here they are in order—‘“‘Give you 

Plant Equipment”—‘Make a 
better More Salable 
“Point the way to Lower Delivery 
Costs—and “Make for Harmony in 


bet ter 
Product” — 


Employe Relations.” This is a smooth 


way to blend several sales appeals. 


Foxboro—gets the employe’s wel- 
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fare into instrument selling with an 
a-la-Philco “No eye strain... no 
contortions no tricks”—showing 
the ease of reading and working with 
Foxboro dial thermometers. 

Hy-Test Safety Shoes—has a very 
direct approach, obviously, because of 
the safety factor in its story. “He 
Slipped—but Gets the 
Blame” is an arresting headline. Copy 


Management 


is blunt, as witness “Men must be 
kept on their feet on the job. 
That is the responsibility of manage- 
ment under the labor relations code 
of today.” If yours is a safety prod- 
uct, you, too, can pitch right in. 

W estinghouse—interesting to note 
introduced friend stock- 


“Smiling 


because it 
holder in a recent page. 
Stockholders” is its headline. Copy 
goes on to point out how a timely, 
moderate investment in modern ma- 
chinery can go about winning stock- 
This isn’t too far- 


fetched, but it can be overworked 


holders’ good will. 


very easily. 

Sutton, Steele & Steele—have a very 
strong piece of selling copy in their 
ad, “7 Girls plus 2 Specific Gravity 
Separators (Hand 
Picking) —-No Wage-Hour Law for 
Workers.” 


facts; case studies, and 


equals 65 Girls 


These Page is complete 
with testi- 
monials. It’s good and should sell 
a lot of equipment, BUT ... we 
mention it here because this ad has 
so obviously overlooked all thought 
of public relations. Labor saving ma- 
chinery is vital to progress and pros- 
perity, but we begin to feel more and 
more that the producer of such equip- 
ment has some moral obligation to 
the people his machine displaces. Once 
in awhile we have found advertising 
of this nature that has followed 
through on this, showing how work- 
ers displaced can be used in other jobs, 
or promoted, etc. It’s not an easy 
problem, we know, but that’s all the 
more reason why it needs codpera- 
tive effort to solve. 

About this time someone is going 
to put the bee on us for not men- 
tioning any examples that are 100 
per cent public relations advertising, 
and not the advertising of some tool 
or service which will make for better 


. aie 
HOT WH con une 


LACHTING 0S Von R PLANE 


Nianufacturers we 


public relations. One of the reasons, 
of course, is that there aren’t many 
of the first brand in business papers. 
Newspapers and house magazines are 
more logical media to carry advertis- 
ing designed to help a company’s re- 
lations with its employes or any of 
the people with whom it comes in 
contact. Business magazines seem 
most useful in the selling of public 
relations tools and services. Once in 
awhile, however, in a business paper 
we have come across an ad which 
directly or indirectly helps a company 
with its public. Witness 

Mathieson Alkali—who by fea- 
turing its employes in the advertising 
helps its own employe relations. A 
typical ad of this series is ““A Man in 
the ‘Lab,’” which tells the story of 
“Doug” Shannon, one of its chemists. 
This appeal has also been successfully 
used by Chrysler, Studebaker, and 
several other large manufacturers. If 
handled well, it is an excellent theme. 

Gulf Oil—offers an out and out 
public relations ad in the page, “I’m 
glad my old man came to America.” 
This is an informal and friendly lit- 
tle talk by Mister Typical Gas Sta- 
tion Attendant. In simple language 
and in the first person it tells the 
“better goods at lower prices” story. 

Continental Supply Co. 
ly attempts to sell the contributions 
of the oil industry to its public. 
Frankly, we feel it has done its job 
on too high a plane. The color page, 
“Horizons Beneath the 
beautifully laid out with a fine illus- 
tration and excellent typography. But 
it talks like a bank president giving 
an interview. It won’t sell the public 
much, but what it will do is impress 
the oil producers on what awfully 
nice people they are over at Continen- 
tal Supply. And maybe that’s what 
Continental wanted to do in the first 
place, huh? 


Fast Talk 


Here’s a good hatful of ads—some 
fair—some good—but all of which 


generous- 


Desert” is 


demonstrate some useful ideas. 
Synthane Corporation—has a new 
product, Anti - Friction, Graphited 

(Continued on page 40) 
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. ... And since the entire air condi- 
tioning field is definitely divided into two 
markets, they know that an effective 
advertising job can be done by using one 


or both of these publications, as the 





product may require. 
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Here You Must Have Engineer 
and Contractor Acceptance 


Air conditioning for industry (both comfort and process types), 














air conditioning in theatres, stores, hospitals, office buildings, P 
schools, hotels, public buildings, etc.—that'’s the industrial, com. nos 
mercial and large building market. 

And if you manufacture any product adaptable to this market— . 
or for its allied markets, large building heating and industrial } 
piping—you have one primary advertising job to do: You should kee] 

gain and maintain the acceptance of the A 
engineers and contractors responsible for war: 
design, specification, installation and oper. | ister 
ation. THEY ARE THE KEY MEN. addi 
Don’t overlook the fact that practically §§ ot © 
every industrial or commercial air condi- of th 
tioning, straight heating or piping installa. A 
tion is in reality an assembly of many owr 
products, built by many different manufac. dlin 
Some of the turers. To select the right equipment, and inst 
to coordinate this equipment into complete bec 


113 Products Used 


in Large Building 
Air Conditioning 


Air Diffusers 


Pipe, All Kinds 










workable systems, invariably requires 
specialized knowledge and expe. 





rience—the services of an engineer, 
or of a contractor specializing in 
this type of work; often both. 

That is why this market's im- 
portant purchase-control fac- 
tors are engineers and contractors 













Air Filters Pipe Coverings mio 4 ‘ ; who: first, determine WHAT equip- 
; : : OO” _—— 

Air Washers Pipe Coils a \ e\ v ‘y}\ ment is needed; second, decide 
: Pipe Fittings wre S\3.. vee : WHOSE shall be used; then 

Bearings Pumps t co . 

Belts = Be buy. install and supervise 

Boilers Radiators et ry \ operation. 

Blowers Recorders te Every month the advertis- 

Refri t 
Controllers and so ono a. , ing pages of HEATING, 


Starters 


Refrigerating 






PIPING & AIR CONDITION. 
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Compressors 
— — Regulators ING provide the most effect 
9 —— ive and economical method 
Dampers a of sales-contacting this entire 
Dehumidifiers Spray Nozzles { KEY MEN 
toon Steam Traps group © . 
Ducts and Stokers 
Fittings Tanks 
Fans Thermometers 
Thermostat The LEADING 
Gaskets Tools 
Gauges Tubing 
Gee PUBLICATION & Standard of C j 
— y every Otandard o omparison 


Hangers and 


Conditioners 


Supports ; The reader audience of HEATING, PIPING & AIR CONDITIONING consists of consulting engineers, engi- 

. Unit Coolers “ : : one 
Heating Surface 45 Heaters neers employed by industry, engineers of large commercial, public and government buildings, and contractors 
Humidifiers equipped by experience and with shop facilities for handling the services for which the publication is named. 


Humidistats 


Valves 
Ventilators 


And to repeat: This group not only controls air conditioning purchases, but it also constitutes Number 
One Market for straight heating equipment and industrial piping as well. 


Insulation 

Ionization FIRST in circulation (ABC), FIRST in editorial content, FIRST in advertising volume—and carrying 
Water Heaters monthly the Journal of the American Society of Heating & Ventilating Engineers—HEATING, PIPING & AR 

Meters Welding CONDITIONING stands out as the publication qualified to top any list in any industrial, commercial and 

Motors Equipment large building air conditioning campaign. 
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Market Do You Sell?’ 








Here the Key Men Are 
Warm Air Heating Dealers 


Residential air conditioning is primarily a dealer market with 
ONE type of dealer—warm air-sheet metal contractors—the 
most important purchase-control factor. 





If you make a product suitable for residential air conditioning, 
your primary advertising job is to line up these dealers—and 
keep them in line for your equipment. THEY ARE THE KEY MEN. 








Air conditioning for homes is definitely an outgrowth of simple 
warm air heating. Originally it was a furnace, piping and reg- 
isters that made up a complete system—later, forced air heating. 
adding a blower unit—then came automatic heating with stoker, 
ot oil or gas burner. Now complete conditioning usually involves all 
of the foregoing plus filters and humidification, as well as cooling. 
And since all products used in residential air conditioning are sold to home 
owners as complete and installed systems, the man most capable of han- 
dling these jobs is the warm air heating dealer-contractor. He buys, sells and 
installs. He is the ONLY type of dealer equipped to do the installation work, 
because he is the ONLY dealer who not only knows heating and air handling, 
but who operates a sheet metal shop necessary 
for fabricating complete systems. 

By consistently advertising each month in the 
pages of AMERICAN ARTISAN, you can com- 
pletely sales-contact this major outlet for your 
product and service. 


NUMBER ONE 
Publication with 
Better Than 
4 to 1 Leadership 


The reader audience of AMERICAN 
ARTISAN consists of warm air heat- 
ing dealer-contractors controlling 
the majority of business valued at 
over $100,000,000 annually—and 
residential air conditioning has only 
begun! 

They also constitute Number 
One Market tor sheet metal prod- 
ucts, tools and machines — also for 
summer cooling systems up to ten 
tons for small stores and shops. 

That AMERICAN ARTISAN stands 
out in this field is evidenced by its 
better than 4 to 1 reader preference, 
established by recognized market- 
analysts less than a month ago. 








Some of the 


Air Conditioning 
Furnaces 

Air Conditioning 
Units 

Air Diffusers 

Air Filters 

Air Washers 

Angles, Bars, 
Beams, etc. 


Bearings 

Belts 

Blower-Filter 
Units 
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Controls 
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Ducts and 
Fittings 


Fans 

Fan Blades 

Fittings and 
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Cleaners 


Gas Burners 
Grilles 


Humidifiers. 


Scores of Products 
Used in Residential 
Air Conditioning 


Insulation 


Louvres and 
Shutters 


Metal Workers’ 
Tools 
Motors 


Oil Burners 


Plates 
Pumps 
Punches 


Refrigerating 
Compressors 

Registers 

Regulators 


Shears 

Sheets 

Sheet Metal 
Brakes 
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Spray Nozzles 
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Switches 
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Instruments 
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Equipment 
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Synthane Bakelite-laminated. A prod- 
uct which probably has ten thousand 
uses, most of which the manufactur- 
er, itself, has yet to find out about. 
So what does Synthane do? Very 
sensibly they ask their prospects (in a 
ninth pager in J.E.N.), “What can 
You do with it?” Copy tells what 
the product is, the few things it has 
been used for so far, and shapes avail- 
Closes with “See what you can 
Coupon calling for sam- 


able. 
do with it.” 
ple and information is provided for 
prospect’s convenience. What better 
way to introduce a new product of 
this type? 

Dewey & Almy—present three case 
studies on the use of TDA, a special 
preparation for use as a cement grind- 
In addition, the main illus- 
tration of the ad is a chart which 
clearly shows what TDA has already 
done in increasing finish mill produc- 


ing aid. 


tion in over sixty actual mill runs. 
We like this, and we like the frank- 
ness of the line in the copy following 
the case studies—“‘Maybe TDA won’t 
do all this for you, but isn’t it worth 
a trial?” 


little ad. 


Several good things in this 


Electro Metallurgical—uses a nice 
combination of one feature item and 
several smaller items handled in newsy 
All builds up to an attrac- 
Main 


item which takes up about half of the 


fashion. 
tive, easy-to-get-through page. 


ad is headed, “How Silico-Manganese 
improves Rimming Steel.” Copy be- 


low it tells bow without wasting 


words. The smaller items, five of 
them, are broken up interestingly by 


These 


items treat with other Electromet al- 


three amusing little cartoons. 


loys. If you have.a related family of 
products to advertise, this is one swell 
way to do the job. 

Benjamin Electric—should you have 
an extensive and varied line of prod- 
ucts, however, then this company’s 
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recent spread will interest you. Un- 
der the banner of “‘Benjamin—Head- 
quarters for Industrial Lighting, 
Floodlights, Signals,” it shows fifty 
items of its line in halftones large 
enough to show detail, and with de- 
scriptive copy underneath each that 
is large enough to read. At certain 
times—and in certain magazines— 
this good, old, reliable “catalog” ap- 
proach should not be overlooked. 
Alemite—here we reverse the situ- 
ation, and wish to show one type of 
product which is used in a variety of 
Alemite gets its story of 
wide service to industry across very 


industries. 


well in a current color “picture page” 
smartly laid out with twelve attrac- 
tively-grouped photographs showing 
Alemite installations in everything 
from foundries to food plants. If 
yours is a product that gets into many 
industries, there’s a tip in this for 
you. 

Jenkins Valve-—it’s certainly high 
time good, solid, substantial Jenkins 
advertising won an acknowledgment in 
these columns. Congratulations to 
W. G. Morris, Rickard & Co., 
Inc., New York, for the spread in 
the power ; series 
labelled, “From Good Power Hookups 

to Good Valve Practice.” This 
happens to be spread Number 5, and 
with closed heater con- 


papers, one of a 


has to do 
nection. Ad carries accurate, easy- 
to-follow model of 


equipment in close-up, not forgetting 


flowsheet and 


a reference chart with recommended 
valves coded to the flowsheet. This 
is some of the most helpful adver- 
tising we have seen. The greatest 
value it points is by being sO closely 
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in tune with the editorial pages and 
thinking of the readers of the power 
papers. We've italicized that because 
too many people don’t think hard 
about it. 

Gathmann Engineering has an all 
type page that looks and reads very 
businesslike. Headline, “Your Plant’s 
Profits Can be made or lost in your 
Copy breaks up into two 
Major section is devoted to 
forceful selling talk. Smaller  sec- 
tion is headed, ““A Suggestion to the 
Steelmaker.” This is helpful, tech- 
nical advice which should win friends 
Sort of a “selling by 
giving” idea. What can you give? 

Keeler Company—buckeye-ish sort 
of a page on a steam generator called, 
“A Package of Power.” Not bad 
labeling. But what we like is copy 
which tallies off “12 Advantages,” 
and no fooling. They all are gen- 
uine and pack a sales punch. They’re 
brief—and they’re good. Next time 
you get all snarled up trying to be 
different, get back to bread and but- 
You might 


molds!” 


sections. 


on its own. 


ter stuff and try this. 
surprise yourself on how good your 
product really is. 

A. W. Cash Company—here’s hats 
off to another valve manufacturer 
for a good piece of advertising. 
Here’s a black and white ad that’s 
homely as the old Harry, but with 
copy that steams along like Cash’s 
star salesman. Listen to head and 
subhead — ‘Automatic Combustion 
Control need not cost you A LOT 
OF MONEY . You can start by 
installing the Furnace Draft Con- 
. for as little as $98, 

and begin to 


troller alone 
if you want to 
get its money-saving benefits right 
away. Since it works independently, 
you can add the rest of the system 
That’s pitching right in and 
making the sale! And the credit 
goes to E. L. Kramer, man- 
ager Chicago copy service for 
McGraw-Hill Publishing Com- 
pany. 

Standard Oil (Indiana) —from time 
to time we want to pay more atten- 


later.” 


tion to those campaigns which are 
consistently good. Standard of In- 
diana surely belongs in this group. 
Month after month it has been do- 
ing an attractive, interesting, and 
technically competent job with color 
inserts. Fresh layout treatment, good 
pictures, and workmanlike copy. What 
more does any good campaign need? 

Johnston & Jennings—very strik- 
ing color spread on Stowe Stokers. 
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Layout and illustration work responsi- 
ble for ad’s stopping power rather 
than the headline, “Twentieth Cen- 
tury Version of an Old Chinese 
Maybe we’re wrong, but 
ve sincerely feel that headline should 


J 
Proverb.” 


have been more pertinent to J & J 
ind Stowe Stokers. Copy is splendid, 
ind there are several excellent head- 
lines hidden in it. Despite that, this 
is a real piece of advertising. 

American Steel &% Wire—headlines 
that ask a question as against those 
which make a statement have always 
been a matter of debate in this busi- 
ness. Personally, we like a question- 
ing headline now and then as a good 
change of pace. That’s why Ameri- 
can Steel & Wire’s page, “What Ma- 
terial did these Manufacturers use 
to Trim Costs?” stopped us. Head- 
line and pictures aroused our curi- 
osity—copy satisfied that curiosity. 
Ask questions in your advertising if 
you’ve got some worth while answers 
up your sleeve. 

New  Departure—here’s 
questioning headline, “Why Anti- 
Friction Bearings?” This is one of 
those “why-because” ads we men- 
tioned last month, but we bring it 
up here particularly for the way that 


another 


question is answered. Ten reasons 
are listed—all in simple, primer style 
—a few pertinent words and each ac- 
companied by a clever little thumb- 
nail sketch. If you have any edu- 
cational work to do, you can’t go 
wrong on primer book methods. 
Hats off to New Departure ad 
men C. B. Beckwith and H. W. 
Holdsworth, and J. M. Hicker- 
son, agency executive for a good 
job in this category. 

Fafnir Bearing — another bearing 
manufacturer who has been doing a 
consistently fine job. We've men- 
tioned them often. Recent color 
spread, “It’s a Laugh . . . In Pratt’s 
A NECESSITY In the 
Bearing Business” talks about the pe- 


Corners 


culiar kind of specialists needed in 
the bearing business. Easy-flowing 
copy. Yet other bearing people fuss 
that they have nothing to talk about. 

Torrington Company—it would be 
unfair after mentioning two bearing 
manufacturers, to pass by Torring- 
ton even though it has been praised 
Its needle 
bearing series continues along the 
same fine standards. One of the most 


n these columns before. 


distinctive campaigns, in our opin- 
on, On any product, in _ business 
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papers today. This is really good 
going. 

General Electric—industrial — stuff 
improving. Several years ago G-E 
dished out some pretty dull advertis- 
ing, but not so, lately. We especially 
like “The True Story of a Boston 
Baker,” a tale of a baker, a dough 
mixer, and a motor, told in‘continuity 
strip style, light and breezy. Par- 
ticularly refreshing over the G-E 
logotype. Other G-E advertising 
which looks good to us—a page on 
electrical measuring apparatus headed, 
“15 Dimensions Gauged in One Op- 
eration” —a plastics page, one of a 
series, headed, “Plastics Problem No. 
2—Solved the G-E Way”—and a G-E 
Mazda Lamp ad with the stopper, 
“Have You Got Roller Coaster Light- 
ing in Your Plant?” 

Taylor Instrument—gives us two 





How shall I rig up that drive? 


Ls) 


SPEED REDUCERS CHAIN DRIVES SPUR GEARING 


BOSTON GEAR WORKS, INC. 





fine examples of how to write head- 
lines. Witness, if you please, “How 
to watch over 90,000 Ib per hr of 
725 lb, 780 degree F steam”—and 
“You can save $4800 the First 
Year!’ (. . . but it was actually 
$7600 by the time the year was up!)” 
There’s drama—there’s authority— 
and there is promise of profits in 
those headlines. Three good things 
to remember. 

DuPont—we mentioned the little 
Neoprene ad last month among our 
“how to” ads, but this ad headed, 
“How to Dress for a Date with sul- 
furic acid” merits more attention. 
Picture attracts through its grotes- 
queness, a worker in what looks like 
an overgrown Little Red Riding 
Hood outfit with attached wind- 
shield. What it is, however, is a 
tricky new safety suit for workers 
around sulfuric—a safety suit made 
out of stout cloth impregnated with 
Neoprene. Copy tells the whole story 
and tells it well, under such leads 
as “How It Started”—“What They 
Found”—“A Word About Neoprene” 
—‘A Suggestion.” These help steer 
the reader through the copy, and 
break it up into more easily digestible 
bits. Useful point to remember. 

We'd also like to compliment 
Carl A. Henline, sales promo- 
tion manager, Boston Gear 
Works, Inc., and his assistant, 
G. L. Ryther, for a very helpful 
page, “How shall I rig up that 
drive?” Three stories in one—“Speed 
Reducers”—“Chain Drives’”—‘Spur 
Gearing.” Helpful. Sell-ful. Each 
little story tells how to do it—and 
where to go for the equipment to do 
it with. And that’s about right. (See 
June IM, p. 54.) 

Boost-oF-THE-MontH—If Editor 
McGraw will let us get away with 
it, we want to hand this bouquet to 
the promotion department of Time, 
and anyone else who had a finger in 
one of their recent house ads. All we 
care about here is the headline of that 
ad. Just a headline, but what a 
headline! “DO YOU WANT TO 
SEE RESULTS—OR JUST YOUR 
NAME IN PRINT?” 

Which is it, boys? 

THe Copy CHASERS. 


Sweeny Changes 

John F. Sweeny, who has been with the 
advertising department of Westinghouse 
Electric & Mfg. Company for more than 
sixteen years, has been made account ex- 
ecutive of the industrial division of Walker 
& Downing, Pittsburgh advertising agency. 
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their field have been Gar Wood’s series of 
Miss Americas. Each has been peerless among 
her contemporaries because she departed from 
tradition to gain a little faster hull, a little 


ie acees winners against the best in 


more powerful engine. These “little” differ- 
ences, plus the experience, skill, and “feel for 
weather” of her crew, have made a leader of 
each successive Miss America. 

The “little” differences have likewise made 
a leader of American Machinist. Just as the 
Miss Americas have incorporated the newest 
developments of engineering enterprise, so has 
American Machinist these past 62 years. 

To “grow” like this takes another kind of 
enterprise too—editorial. It is as essential to 
a publication as an engine to the speedboat. 
Here are three typical examples of editorial 
enterprise in American Machinist: 

1. Formation of The American Society of 
Mechanical Engineers. Fifty-nine years ago, 
the then 3-year-old American Machinist brought 
to fruition its campaign for a society of engi- 
neers, steering the infant organization over the 
rough spots. 

2. Organization of The Army Ordnance 
Association. Here again was a need—that of 


4 badns! 


binding together engineers with a mutual! inter- 
est in ordnance. The editors of American 
Machinist recognized this need and met it, 
sponsoring the organization and aiding it finan- 
cially for its first few years. 

3. National Defense. When America entered 
the World War, there was immediate and vital 
need for ordnance and munitions information. 
American Machinist met the need so well that 
it was permitted trans-Atlantic cargo space in 
the years when only essential war materials 
were carried. Since then, American Machinist 
has had a consistent program of reports on our 
national defense needs, culminating in its 1939 
series of five surveys on the Army, Navy, Air 
Force, and industrial plants making defense 
items. 

Here are but three of the dozens of examples 
of editorial enterprise that have kept American 
Machinist essential and respected for over 
three-score years. 

Put this vital force to work for you. It will 
deliver an interested audience of more than 
18,000 paid subscribers—metal-working’s great- 
est—and can put a powerful stimulus into your 
sales efforts to America’s largest industrial 


market. Would you like to have details? 


AMERICAN MACHINIST, 330 West 42nd Street, New York, N. Y. 
























































Eight feet up in the air on a plat- 
form only nine feet in diameter two 
roller skaters perform acrobatic feats 
with breathtaking precision. New 
York World’s Fair crowds gape and 
marvel. It is part of Timken Roller 
Bearing Company’s exhibit, and the 
wheels of roller skates used with such 
precision are actually Timken tapered 
roller bearings normally employed in 
light machinery. During the ten daily 
performances of the acrobatic roller 
skaters, announcements by electrical 
transcription point out that the same 
skill and accuracy demanded in the 
daring skating act are also essential 
to the precision manufacture of Tim- 
ken bearings. Known professionally as 
“Paul and Esther,” the team are be- 
lieved to be the only team in the world 
to perform on so small and hazardous 
a stage. 

The skating act is proving an even 
greater attraction than the Timken 
hair measuring machine, which elec- 
trically measures the thickness of a 
hair in hundred-thousandths of an inch 
and calls attention to the fact that 
Timken bearings are accurate to a 
“hair’s breadth.” The hair measuring 
machine has proved so popular that it 
is now being supplemented by a sec- 
ond instrument. 

Other features of the Timken ex- 
hibit include a huge model of a roller 
bearing, the largest in the world, 
which rolls back and forth above the 
display; a bearing which comes apart 
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Character in Catalogs 


size, all designed to show how users of 
Warner & Swasey lathes throughout 
the country are reducing their turn- 
ing costs—showing the machines at 
work, the parts produced, blue print 
details, and results secured. The cover 
of one book shows a man operating a 
candid type camera, breaking through 
a photomontage of men at work at 
lathes, and a line across the bottom, 
“Behind the Scenes with Pen and 
Camera.” The left-hand page of the 
opening spread of pages carries an il- 
lustration of a camera lens and the 
line, “A roving reporter gets the 
FACTS.” Following the pages of evi- 
dence, is a similar layout in the last 
spread asking, ““What would the rov- 


44 





Industrial Exhibit Has Thriller 


and puts itself back together again 
magnetically; two moving model loco- 
motives, one of which is being towed 
by thirty-three tiny redcaps and the 
other by three, to demonstrate the dif- 
ference in rolling qualities of roller 
bearing and non roller bearing locomo- 
tives; and a diorama of the electric 
furnace of the Timken steel rolling 
mill which is the largest in the world. 


ing reporter find in YOUR PLANT?” 
and the action suggester, “Now let’s 
talk about your turning problems,” 
call the nearest representative, etc. The 
back cover emphasizing the complete- 
ness of the company’s line and “You 
can turn it better, faster, for less, with 
a Warner & Swasey. 

Another booklet is given the title 
“Going to Town Down Industrial 
Mainstreet,” with the first spread 
pointing out that “Things are hap- 
pening on industrial mainstreet,” fol- 
lowed by case studies similar to those 
in the other booklet, and closing with 
the last spread asking “Is your plant 
on industrial mainstreet?” and the sug- 
gestion that the reader take a walk 
through his own turret lathe depart- 
ment and check on his turning work. 

The first and last spreads of these 
booklets are especially intriguing and 








register aS a vast improvement over 
customary handling of these parts of 
the average industrial catalog or book- 
let. One booklet titled “Eye Open- 
ers...” shows a man with a slide rule 
figuring costs over a lot of blue prints. 
A symbolic eye ties into the theme 
which continued on the opening spread 
with “. .. that show you how to lower 
YOUR turning costs,” and carries on 
to the last spread with the suggestion, 
“Now let’s take a LOOK at YOUR 
turning problems,” .. . you have seen 
how the other fellow does it, etc. The 
back page of this booklet and its com- 
panion features a book on turret lathe 
tools to “Make your present turret 
lathes produce more profitably.” The 
fourth book has for its theme “Turn- 
ing performance that .. . “Talks Tur- 
key’. ..,” and is loaded with facts as 
all the others are. 

And after all is said and done, it 
must be just as much fun producing 
industrial catalogs and booklets of this 
character as it is to look them over 
and see the vision and thought and 
skill used to tell otherwise dry, me- 
thodical stories in a sparkling in- 
triguing fashion. 


Showing Profit Possibilities 

When The Cleveland Automatic 
Machine Company recently brought 
out its new streamlined Model AA, 
designed by Wilbur Henry Adams, ad- 
vertising had to be produced which 
would reflect the character of this new 
machine, both from a design stand- 
point and that of performance. John 
C. Stephan, Cleveland industrial ad- 
vertising man, was selected to do the 
job and as part of the program came 
a deluxe 9x12-inch brochure which 
presented the details of design, con- 
struction, operation and profit possi- 
bilities in masterful fashion as a piece 
of advertising literature. 

Copies of this book which went to 
executives were bound in purple suede 
paper cover stock, embossed in gold, 
and tied with gold silk cord. There was 
plenty of character in this job, and in 
addition the practical element was not 
omitted. In the back of the book was 
tipped in a two-fold Investment Re- 
turn and Profit Chart with which the 
prospect might determine the exact 
length of time required for the new 
machine to amortize its cost on earn- 
ings over present costs using old equip- 
ment. There’s a book designed with 
a full understanding of the sales prob- 
lem, and without question will prove 
its worth to salesman and buyer alike. 
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TO YOUR MARKETS? 


It is your responsibility to keep posted on the big developments 
that are “breaking” in the nonmetallic-minerals industry .. . 
now enjoying its busiest period in years. 





A.B.C. circulation figures or 
. ; , LAA. stat T 

PIT AND QUARRY ’S research department has an alert fact-find- Sukie eid te cot ex ened 
ing staff constantly at work gathering data on every phase of ‘ 
activity in the cement, gypsum, lime, sand, gravel, and crushed 


stone fields. It offers you an up-to-the-minute, “behind-the- 
scenes” business picture, on which you can plan an intelligent PIT AND QUARRY 
advertising and sales campaign. 

907 Rand McNally Bldg. 


Mail the coupon today for a PIT AND QUARRY Market Survey 
including a specific analysis of sales possibilities for your CHICAGO, ILLINOIS 


products. 


i 

' Pree er ee 
FREE SURVEY— _ 
PIT AND QUARRY re rere er te ee 
' 


Magazine is the size ‘ : 
approved by N.I.A.A. (Mention Products or Equipment) 
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Synchronized illuminated descriptive panels and signal lights on the model house tell a 
product application story for United States Gypsum Company's sixteen building products 


Display Features Full Building Line 


@ A NEW version of “Full-Line 
Selling” is graphically exemplified in 
the animated spectacular display of 
the United States Gypsum Company, 
Chicago, now being shown to conven- 
tions of building material dealers and 
at selected points of public traffic 
throughout the country. 

The central point of interest in the 
display is a model house, built to an 
accurate scale and measuring four feet 
three inches high by five feet wide and 
three feet six inches deep, which fea- 
tures actual USG materials in minia- 
ture size. It illustrates quickly and 
graphically all of the products this 
company makes which can bring se- 
curity, comfort and economy to the 
modern home. 

Adjoining the house on both sides 
are colorfully decorated wing panels 
which embody samples of all the ma- 
terials in the house with a head-line 
description of each product. 

The whole exhibit is electrically ani- 
mated so that each product receives 
separate display lighting in continu- 
ous moving sequence. 


As the Sheetrock description, for 


instance, lights up in the wing panel, 
a light in the house flashes on where 
Sheetrock is used. 

After a carefully determined inter- 
val in which the observer can study 
the sample material, what it does and 
where it goes, the Sheetrock lights give 
place to the next material, and so on 
through the entire cycle of sixteen 
products for building or decorating 
interior walls and ceilings and exterior 
walls and roofs. 

When the circuit has been com- 
pleted, lighting action is stopped mo- 
mentarily, and then all of the lights 
in both panels and the house go on 
at once, giving a brilliant, compre- 
hensive picture of the whole display. 

The United States Gypsum Com- 
pany found in this unique exhibit an 
ideal opportunity to give the building 
trades and the general public a “pack- 
age” presentation of the many ma- 
terials they have to sell, the benefits 
they offer, and a better conception of 
how they should all be used in present- 
day construction. 

The display was designed and built 
by Architectural Decorating Com- 
pany, Chicago. 





Livingston Becomes 
Media Manager 


C. E. Livingston, a-graduate of Prince- 
ton University and of the Harvard Grad 


uate School of Business Administration 
with eight years’ experience in research 
ind analytical work, has joined Ketchum, 


MacLeod & Grove, Inc., Pittsburgh, as 
manager of the media department Mr. 
Livingston will have charge of all media 
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contacts, correspondence, promotional 
material or requests for media information 


Quimby Pump Appoints 

Fred Glen Small, New York agency, has 
been selected to handle the advertising for 
The Quimby Pump Company, Newark, 
N. J. Keith J. Lydiard will be the account 


executive 


Industrial 
expositions 








Aug. 28-31. American Mining Congress 
6th Annual Metal Mining Convention 
and Exposition, Minerals Bldg., Salt 
Lake City, Utah. 


Aug. 28-Sept. 1. Power Show—National 
Association of Power Engineers, Indian- 


apolis. 176 W. Adams St., Chicago. 


Sept. 11-13. Technical Association of The 
Pulp and Paper Industry, Syracuse, 
N. Y. 122 E. 42nd St., New York. 

Sept. 14-17. National Association of 


Foremen, Pittsburgh, Pa. Clapp @ 
Poliak, 232 Madison Ave., New York 


Sept. 20-23. National Industrial Adver 
tisers Association, Hotel New Yorker, 
New York. 100 E. Ohio St., Chicago, 

Sept. 25-Oct. 7. National Printing Equip- 
ment Association, New York. 38 Park 
Row, New York. 

Sept. 26-29. Iron and Steel Exposition— 
Association of Iron and Steel Engineers, 
Pittsburgh. 1010 Empire Bldg., Pitts- 
burgh. 

Oct. 2-6. National Restaurant Associa 
tion, Chicago. 666 Lake Shore Drive, 
Chicago. 

Oct. 9-12. National Electrical Contrac- 
tors Association, Philadelphia. c/o H. 
B. Frazer, 250 N. 11th St., Philadel- 
phia. 

Oct. 9-12. International Municipal Signal 
Association, Inc., Providence-Biltmore 
Hotel, Providence, R. I. 7 East 42nd 
St., New York. 

Oct. 10-13. U. S. Independent Telephone 
Association, Chicago, Ill. 616 S. Michi 
gan Ave., Chicago, Ill 


Oct. 15. National Auto Show—Automo- 
bile Manufacturers Association, New 
York. General Motors Building, De- 
troit, Mich. 

Oct. 17-19 American Railway Bridge 
and Building Association, Stevens Ho- 
tel, Chicago. 38 S. Dearborn St., Chi 
cago. 

Oct. 21-30. National Dairy Show, Golden 
Gate International Exposition, San 
Francisco. 308 Washington St., Chi- 
cago. 

Oct. 22-27. American Welding Society, 
Chicago. 33 West 39th St., New York 


Oct. 23. Wire Association, Congress Ho- 
tel, Chicago. 17 East 42nd St., New 
York. 


Oct. 23-27. National Metal Congress @ 
Exposition, International Amphitheatre, 
Chicago. 

Oct. 24-26. Railway Electric Supply 
Mfgs. Association, Chicago, Ill. 600 W. 
Jackson Blvd., Chicago, III. 

Nov. 13-17. National Hotel Exposition, 
New York. 221 W. 57th St., New 
York. 

Nov., 1939. National Association of Prac- 
tical Refrigeration Engineers, Los An- 
geles, Calif. 228 N. LaSalle St., Chi- 
cago. 

Dec. 4-9, 1939. Exposition of Chemical 
Industries, Grand Central Palace, New 
York. 
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Let Machine Design’s 


Directory of Materials 


Prepare the Ground for Your Sales Harvest 


Designers searchinz for suitable materials to meet their 
requirements will heed your sales message in the 
Directory of Materials. It may be months later before 
vour sales and engineering departments are called into 
onsultation. To assure your materials being specified 
in the design of new machinery, place your message 
where it will be continually before the designer—regard- 


less of when he is determining his needs. 


Seven separate and distinct lists of materials and their 
sources of supply will comprise the directory section of 
\IACHINE DESIGN’s Seventh Annual Directory of Ma- 
terials. These include: 1—Alloys, Ferrous and Non- 
ferrous, by Tradenames. 2—Plastics and Nonmetallic 
Materials by Tradenames. 3—Producers of Tradenamed 
Materials. 4—Stampings Producers. 5—Forgings Pro- 
ducers. 6—Die Castings Manufacturers. 7—Plastics 


\lolders. 


MACHINE DESIGN’s Seventh Annual Directory of 
Materials will have distribution to more than 7.600 dif- 
ferent machinery manufacturing plants as a removable, 
filable supplement accompanying the October issue. It 
will be available for reference throughout the year in the 
offices of more than 30,000 design executives, chief ¢ 


gineers and designers. 


The combination of directory listings of your materials, 
plus advertising space in which you can elaborate on 
technical and application data, will assure you of maxi- 
mum consideration to supply materials for new machines 


being designed during 1939-40. 


For further information and space reservation we sug- 


gest you write, wire or phone immediately. 


MAGHINE DESIGN 


A Penton 


110 E. 42nd St. 
NEW YORK 


Penton Building 


CLEVELAND 


Publication 


Peoples Gas Blig. 
CHICAGO 
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NCE upon a time there lived 
C) a man. In his mind he held 

the key to one of Nature’s 
mysteries. Yet to put that idea into 
practice, four years of hard work 
with a corps of assistants were re- 
quired. Today, synthetic rubber is 
a million dollar industry. Its suc- 
cessful realization was founded on 
a million facts. 


Likewise, all of the triumphs of 
chemical engineering, the achieve- 
ments that have brought us plas- 
tics, anti-knock gasoline, sulfanili- 
mide, fast photographic film, lac- 
quers, safe refrigerants, and a thou- 
sand other new goods, are founded 
on many hard-to-get facts. 


Whenever you see a chemical 
plant, or use one of the many bet- 
ter products for which chemical en- 
gineering is responsible, you may 
know that capital investment and 
profits are caused, and protected, 
by just such facts. 


SPEAKING THE LANGUAGE OF THE PROCESS 





; 
Cie Sante ee ome aM, 


S om fortunes today are 
founded on facts, you can 
expect progress from the 
men who have the facts, action 
from the companies that use the 
facts, and preference for the maga- 
zine that contains the facts. In this 
respect, I & E C is in a peculiarly 
fortunate position. 


A generous publishing budget of 
120 editorial pages each month 
gives INDUSTRIAL and ENGINEER- 
ING CHEMISTRY ample room to 
print all the facts. Searching pre- 
publication evaluation of each con- 
tribution means that every article 
is accurate, newsworthy, and fun- 
damentally sound. 


There, in a nutshell, is why I & 
E C is the leader among all process 
industry publications. In an age 
and an industry where facts are 
vital, I & E C has 20,000 subscribers, 
89°/, voluntary renewal in the past 
year, because it is filled with facts. 


“< 


A 


7 Pes can found YOUR fortune 
on this recognized need for 
facts ... and on! & E C’s 

recognized leadership among fact- 
minded men. The surest way to get 
to the men who control the buying 
is to give them the facts they need, 
in a publication that is regularly 
read for its factual content. 





Advertising in INDUSTRIAL and 
ENGINEERING CHEMISTRY is a 
definite part of the literature of 
progress. The facts on how process 
industry men can make more 
money for themselves and their 
firms are told for all to see. In such 
advertising, as in all good adver- 
tising, the message and the me- 
dium TOGETHER do the job. 


You should advertise regularly 
in I & E C because you thus gain 
the chance to speak directly to a 
group of 20,000 men—the most pro- 
gressive group of industries in 
America—avid for facts on which to 
found their fortunes. Make them fa- 
miliar with YOUR facts—and 
YOUR fortune will follow. 


INDUSTRIES 





THREE THIRTY TWO WEST FORTY-SECOND STREET, NEW YORK 
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The NIAA 

Membership Roster 

© WITH the codperation of the National In- 
dustrial Advertisers Association, INDUSTRIAL 
MarKETING has the privilege and honor this 
month to publish the membership roster of the 
largest organization devoted to the advancement 
of advertising and marketing practice. In its 
brief history, the NIAA has grown to the 
strength of over 1,300 members and eighteen 
chapters in the principal industrial and market- 
ing centers of the United States and Canada. 

The group of men headed by Keith J. Evans, 
founder-president, and others, who organized 
the association can be justly proud of their 
vision and leadership as they look through this 
veritable blue book directory of American in- 
dustry. For here are represented the companies 
that built this country and those that also are 
playing an important role in its present expan- 
sion. While membership is not by companies, 
their spirit is manifest by participation of their 
marketing and advertising executives. 

The growth and development of the NIAA 
has one outstanding significance. It has grown 
because it was founded on a need for codperation 
and free exchange of ideas among men who have 
for their common objective the economical dis- 
tribution of industrial goods. This spirit of co- 
Operation and understanding has done much for 
the improvement of industrial advertising and 
its effectiveness, and it is not too hazardous to 
visualize that the underlying spirit of this 
great body will someday assert itself, in recogni- 
tion of need, to the point of leadership in solving 
industry’s problems through the same kind of 
understanding and tolerance. 


Editors’ Opportunity 
For Recognition 
@ WITH the deadline drawing near for the 
close of INDUSTRIAL MARKETING’s second annual 
competition for editorial achievement, business 
paper editors once more have an opportunity to 
gain recognition for outstanding service to the 
industries they serve and their publishers alike. 
The awards were established in consideration 
of the splendid work being done by business 
paper editors in general in furnishing their read- 
ers with the incomparable flow of invaluable 
and useful information that is contributing no 
small part to the progress and development of 
American industry, but for which no special 
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honor was being given. It also was a desire to 
stimulate even greater effort to make the busi- 
ness press utterly indispensable to its readers and 
automatically a more effective medium for its 
advertisers. Awards are to be made on the basis 
of outstanding, extra-effort, and not mere good 
everyday routine, which is reasonable to expect 
in any business paper. 

The full importance of the competition may 
be realized when consideration is given to the in- 
creasing use of the editorial yardstick by buyers 
of business paper space in evaluating publica- 
tions to go on their schedules. Circulation, while 
fundamentally important, is given second place 
to editorial excellence. Thus may be seen the 
interest of advertisers in this competition, not 
only from a selfish standpoint, but as well for 
that immeasurable compensation to the men 
whom they feel are deserving of honor for having 
contributed more than expected to the job. 

In effect, the editorial competition is a chal- 
lenge to business paper editors and publishers. 
Only a relative few can win one of the fifteen 
awards, but every one of them has the same 
opportunity to show by his entries what he has 
done during the year that he considers an extra 
contribution to the job he is doing. 

Business paper editors, the spotlight is on you 
let’s show that 1939 has been a year of edi- 
torial achievement! 





Industrial Selling 
Can Give Lessons 


@ SPEAKERS and writers have frequently sug- 
gested that industrial advertisers could take 
many lessons from general consumer advertising 
in designing their messages for greater effective- 
ness. Granting there are these weaknesses in the 
industrial field, on the other hand then it must 
be true that the selling end of the industrial field 
must be stronger than that of the consumer 
goods field to justify its relative sales. And to 
anyone who is observant this is most obvious. 
Were the industrial salesman to approach and 
attempt to interest his prospect in the usual 
manner of the retail sales person he would be 
retired to the dugout in a jiffy. First of all he 
knows his product thoroughly, can discuss it 
intelligently, and is acquainted with the funda- 
mentals of selling. So at least let’s chalk up one 
for industrial selling while some still feel that 
industrial advertising may have need for a few 
lessons from the consumer goods field. 


INDUSTRIAL MARKETING, July, 1939 











i a hate 


Mitac! Sales 





Business paper editors are urged to select 
their most outstanding work during the year 


and enter it in one or more of the five classi- 


fications. 


York Conference, Sept. 20-23. 


@ AS THE Aug. 1 deadline nears 
for the closing of INDUsTRIAL Mar- 
KETING’s second annual competition 
tor editorial awards, business paper 
editors are preparing and filing their 
entries under one or more of the five 
classifications in which fifteen awards 
will be made. Presentation of the 
awards will be a feature on the pro- 
eram of the New York conference of 
the National Industrial Advertisers 
\ssociation to be held at Hotel New 
Yorker, New York, Sept. 20-23. 


The competition is open to editors 
of all business papers throughout the 
world, regardless of afhliations or type 
of paper, whether industrial, trade or 
class publications. There are no entry 
fees or other charges involved. There 
ire no formal entry blanks or other 
forms to be obtained. Participants are 
isked to observe only a few simple re- 
quests in order that their entries will 
be most understandable to the jury of 
awards and facilitate handling of the 
great volume of material which must 
be judged. These requests are: 


1. All entries must have appeared 
in issues within August, 1938, and 
July, 1939. More than one entry may 
be made in any or all classifications. 


2. Each entry should be submitted 
1S a separate unit clearly marked as to 
classification and accompanied by an 
attached memorandum clearly and 
concisely stating the purpose or objec- 
tive of the material, in what manner 
it differs from routine, and, most im- 
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Awards to be made at NIAA New 


Last year's First Award in classification No. |, received 
"American Builder and Building Age" for its outstanding cam- 
paign to stimulate greater activity in the building industry. 


portant, evidence of results or reaction 
as a measure of its achievement. 

3. Entries in classification No. 5 
should include exhibits of “before and 
after” material to clearly show the 
changes made in design and format. 
Changes must have occurred within 
the twelve-month period, August, 
1938, to July, 1939 (issues). 

4. To facilitate handling, it is re- 
quested that entries not be submitted 
in cumbersome size—judging will be 
on basis of material alone and not on 
the artistic or dramatic treatment of 
the presentation. The judges will ap- 
preciate simplicity, which contributes 
to ease of handling. 

§. All entries should be sent to the 
Contest Secretary, INDUsTRIAL Mar- 
KETING, 100 East Ohio St., Chicago, 
to arrive not later than Aug. 1. No 
entries will be returned unless requests 
are made at time of entry. 

The Jury of Awards for this year’s 
competition comprises: Francis O. 
Wyse, advertising manager, Bucyrus- 
Erie Company, South Milwaukee, Wis., 
and past president of the National In- 
dustrial Advertisers Association; H. H. 
Simmons, advertising manager, Crane 
Co., and president of the Engineer- 
ing Advertisers Association; Wallace 
Meyer, vice-president, Reincke-Ellis- 
Younggreen & Finn, Inc.; W. H. Ev- 
ans, president, Evans Associates, Inc.; 
and Otto M. Forkert, in charge of de- 
sign and layout, Cuneo Press, Inc. 

For further information address Contest 


Secretary, INDUSTRIAL MARKETING, 100 
East Ohio St., Chicago. 
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Business Paper Editors: 


Enter your most outstanding work 
in one or more of these classifi- 
cations— 


editorials, or general editorial 


l For the best series of articles or 
definite 


"campaign around a 


objective. 





torial pertinent to the advance- 
"ment and welfare of the field 
served by the paper. 


This may be a technical article 


2, For the best single article or edi- 





job, either of a news nature or 
* that of telling a story exclusively 
with pictures and captions. 
is established 
e in business pa- 
> popularized by 


3 For the best pictorial reporting 





4 For the best public relations edi- 


torial program. 

his may be one or more articles 
or specific editorial program designed 
either as an industrial relations job 
for the industry served by the publi- 
cation, or to encourage and supply 
useful eg l and ideas for busines 
paper to use in their ow 
public relations work. 





For the greatest improvement in 

5 typography, format and general 

" appearance with regard to func- 

tional design and appropriateness to 
the editorial services rendered. 






ity appear- 
the honorable 


ines in the general field. 
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| CONTINUED FROM Pace 17] 


Pointers on Publicity 


is published. Neither is it fair play to 
swing the Big Stick of “As advertis- 
” That 
does worry some editors, but they 
don’t like it. 


ers in your paper we want 


7, Make your release easy to edit. 
Submit clearly typed, mimeographed 
or multigraphed copies on good paper. 
Do not use carbons or flimsies. When- 
ever possible use double space with 
ample room at the head so that minor 
editorial changes can readily be written 
in the page. 

8. Many companies in addition to 
yours get out single sheets, folders, 
self mailers, broadsides, fan folders, 
etc. Don’t expect the editors to give 
you a separate write-up on every piece 
of direct mail advertising you- do. 

9, In the opinions of many, the job 
of equipment editor leaves ample time 
for such functions as publicity scout, 
correspondent, sample _ distributor, 
bookkeeper and clipping bureau. Proof 
of that is in your letters reading, “‘ad- 
vise us in which issue mention will 
appear ”, and “Please send us a 
marked copy or a clipping as it ap- 
peared in your publication.” The most 
exasperating are those “What did you 
do with it” letters. These remind you 
that such and such was sent you some 
time ago and then ask whether you 
received it, whether you published it, 
whether you will or why you won’t. 
[ Eprror’s Nore: Publishers also please 
take notice. ] 

If your release was mailed, it most 
likely was received. If it appeared 
in the publication, it was published. If 
it does not appear, there are reasons 
why, but in no case should the editors 
be expected to answer questionnaires, 


mark copies, or send clippings. 


10, If you send photographs for 
illustration, include an authorization 
to bill you for the cost of the cuts 
made and used, in case this is the 
Be sure that 
portrait and group photos are prop- 
erly identified and dated and that all 
photos have short captions attached. 


publication’s practice. 


Ll]. If cuts are available make it 
Attach proofs 
and a business reply envelope or post 


easy to request them. 


card. Keep your cuts small in size 
and they will be used more fre- 
quently. 

12. Identify cuts shipped. 
shipped direct from 


Those 


electrotypers 
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received 
gratifying response to this sales letter 
which was mailed as a first day cover with 
the New York World's Fair stamp on the 
opening day, thus capitalizing on stamp 
collecting popularity and interest in the Fair 


Spencer Thermostat Company 


without name of manufacturer or 
products are sometimes difficult to 
connect with the previously received 
release. 

All of these twelve rules are ele- 
mentary and extremely simple. Yet, 
they are ignored day after day. The 
editor’s waste basket is filled with 
proofs of the need for the regular 
use of fundamental principles in the 
preparation of publicity releases. 

Despite the failures, the “gimmies”’ 
and the “I wants,” the majority are 
excellently written letters and expertly 
worded releases. Some are from the 
big organizations; some are from the 
small outfits. 
sistent job of developing good will 


Each is doing a con- 


for the company and its product. 
But one letter stands apart. Its sin- 
cerity and honesty of purpose could 
not have failed to build good will 
among publishers for the company, 
and its publicity department. That 
letter was dated “The Holiday Sea- 


son, 1938” and reads: 


WE HAVE NO NEWS TODAY! 


“This should be hard to take for a News 
Bureau like ours, but this time, we're glad 
of it because it gives us a chance to let 
you know how much we have appreciated 
working with you during the past year. 

“It gives us a chance, too, to tell you 
that we hope you will have a Merry 
Christmas, and that 1939 will be happy 
and prosperous for you. 

“Best wishes, 

“ CATERPILLAR TRACTOR COMPANY.” 





Exclusive Data to Be 
Included in Government's 
Market Data Handbook 


@ INFORMATION heretofore not 
available to industrial marketers in 
published form is being included in 
the “Industrial Market Data Hand- 
book” which is to be published this 
month by the Department of Com- 
merce, according to O. C. Holleran, 
chief, Industrial Marketing Unit, 
Marketing Research Division, who says 
that two-thirds to three-fourths of the 
data it will contain cannot be had from 
any other source. Over 1,000 pages of 
manuscript were necessary in its prep- 
aration. 

Data in Table 1, on a county break- 
down with the number of trucks and 
the column dealing with per capita 
production of wage earners, are not 
available from any other source. The 
production-per-wage-earner figures, as 
far as can be ascertained, are made 
available for the first time. In Table 
2, similar data will be shown for cities 
of 10,000 and over. 

Table 3 will show the location of 
169,111 manufacturing plants in the 
U. S., by counties, and by 280 types 
of industry. This is the first time 
that these data have been so produced 
since 1928, when they were published 
in Stewart’s original “Market Data 
Handbook.” 

Table 11, showing a summary of 
the mining industry by counties is 
made available for the first time. Simi- 
larly, Table 15, which will show the 
location of 23,000 
mines, by counties and by type of 
mine, is available only in this publica- 
tion and, so far as is known, has never 
before been available in this form. 

The study was originally requested 
by the National Industrial Advertisers 
Association. 


approximately 





Changes at Austin-Western 


In line with plans to erect additional 
buildings and consolidate all manufactur- 
ing facilities at Aurora, Ill., Austin-West- 
ern Road Machinery Company has made 
the following executive changes: Vice- 
president H. M. Kleiser placed in charge 
of sales, advertising, service and research; 
R. K. Stiles has become sales manager, and 
A. O. Teckemeyer has been made manager 
of governmental sales division. Howard F. 
Barrows will continue as advertising man- 
ager of the company. 


Pittenger Joins Hazard 


H. W. Pittenger, formerly associated 
with the James Thomas Chirurg Company, 
Boston, has joined the copy staff of the 
Hazard Advertising Corporation, New 
York. 
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R. P. DODDS 


Vice-President 


W. D. MURPHY 


Vice-President 





A. E. HOHMAN 


Secretary-Treasurer 


Membership Roster 


H. V. MERCREADY 


Vice-President 
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STANLEY A. KNISELY 


President 
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@ THE National Industrial Adver- 
tisers Association is the only national 
organization devoting its efforts ex- 
clusively to the advancement of indus- 
trial marketing and advertising tech- 
nique and practice. The association 
is comprised of eighteen chapters, in- 
cluding two in Canada, in the import- 
ant industrial and distribution centers 
of the country. 

The membership includes advertis- 
ing, sales promotion and sales mana- 
gers and members of their staffs, 
agency account executives, business 
paper representatives and service or- 
ganizations, all interested in selling 
the products of the durable goods in- 
dustries. Membership in a local chap- 
ter includes membership and all privi- 
leges of the national association. Where 


by a group of men headed by Keith J. 
Evans, advertising manager, Joseph T. 
Ryerson & Son, Inc., Chicago, who had 
been meeting in local groups and 
felt the need for wider exchange of 
ideas and experiences, and united ac- 
tion for mutual benefit. The organi- 
zations which joined in this move were 
the Technical 
Publicity Asso- 
ciation, New 
York; Engineer- 
in g Advertisers 
Association, 
Chicago; and 
Milwaukee As- 
sociation of In- 
dustrial Adver- 
tisers. From the 
nucleus, the 





iat M. R. WEBSTER 
district chapters have not been or- National Headquarters NIAA has 
Secretary 


ganized, “members-at-large” receive 
all association benefits. 


The NIAA was organized in 1922, 
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grown to eigh- 
teen chapters with a combined mem- 
bership of over 1,300, as listed in the 






C. McDONOUGH 


Vice-President 


T. MARVIN 


Vice-President 





V. R. YOUNG 


Vice-President 


F. O. WYSE 


Past President 


INDUSTRIAL ADVERTISERS 


following pages. This is the first time 
that the membership roster has been 
given general publication. In scanning 
through it, one cannot help but be 
impressed with the character of men 
and women making up its membership 
and the companies they represent. IN- 
DUSTRIAL MARKETING is indebted to 
the Board of Directors of the NIAA 
for the privilege of publishing the ros- 
ter, a desire motivated by the thought 
that perhaps many advertising and 
marketing executives in the industrial 
field fail to realize the benefits to be 
gained by affiliation with the NIAA 
and will get a new idea of its value 
when they see who constitute its of- 
ficers and membership. 

The association maintains a national 
headquarters office at 100 E. Ohio 
St., Chicago, in charge of Mildred R. 
Webster. The officers of the associa- 
tion are shown in the accompanying 
The district chapters 


illustrations. 
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and their presidents are as follows: 


BOSTON Technical Advertising Asocia- 
tion: Frederick C. Noyes, Horton-Noyes 
Company, Providence, R. I 

Cuicaco: Engineering Advertisers Asso- 
ciation; Harry Neal Baum, advertising 
manager, Fairbanks, Morse & Co 

CINCINNATI: Cincinnati Industrial Adver- 
tisers Association; Herman L. Klein, 
idvertising department, Cincinnati Mil- 
ling Machine and Cincinnati Grinders, 
Inc 

CLEV&LAND Industrial Marketers of 
Cleveland; J. L. Beltz, advertising man- 
ager, The Thew Shovel Company, Lor- 
ain, O 

Detroit: Industrial Marketers of Detroit; 
Lloyd R. Vivian, sales promotion man- 
ager, Ditzler Color Company 

GettysspurG, Pa.: The Mason-Dixon In- 
dustrial Advertisers; J. Donald Smith, 
assistant sales promotion manager, York 
Ice Machinery Corporation, York, Pa 

INDIANAPOLIS: Indiana Association of In- 
dustrial Advertisers; P. Newton Cook, 
manager advertising and sales promo- 
tion, P. R. Mallory & Co., Inc 

MILWAUKEE: Milwaukee Association of 
Industrial Advertisers; James Tate, di- 
rector of sales and advertising, The 
Delta Mfg. Company 

MONTREAL: Technical Advertisers Asso- 
ciation of Montreal: H. S. Van Scoyoc, 
advertising manager, Canada Cement 

Company, Ltd 

New Jersey: Industrial Marketers of New 
Jersey, Newark; Richard S. Hayes, The 
Okonite Company, Passaic, N. J 

New York: Technical Publicity Asso- 
ciation; Robert J. Barbour, assistant 
advertising manager, Bakelite Corpo 
ration 

PHILADELPHIA: Eastern Industrial Adver- 
tisers; Malcolm K. Wright, advertising 
manager, The Baldwin Locomotive 

W orks 

PitTsBURGH: Industrial Advertising Coun- 
cil; David A. Wolff, sales promotion 
manager, Edwin L. Wiegand Company 

St. Louts: Industrial Marketing Council: 
Carl B. Dietrich, advertising manager, 
Wagner Electric Corporation 

SAN Francisco: Industrial Marketers of 

Northern California: Arthur F. King, 

president, Western Construction News 

Totepo: Toledo Industrial Advertisers 

Club: Lloyd Ellingwood, advertising 

and sales promotion manager, Toledo 

Scale Company 

TorRONTO: Industrial Advertisers Associa- 
tion of Ontario: T. Stanley Glover, man- 

ager industrial department, Russell T 

Kelley, Ltd., Hamilton, Ont 

YOUNGSTOWN: Youngstown District In- 
dustrial Marketers; Ralph S. Gildart ad- 
vertising manager, The General Fire- 
proofing Company 

District chapters meet once or twice 

a month for clinic sessions, round table 
discussions, or to listen to speakers on 
interesting and important subjects. 
The NIAA holds an annual confer- 
ence; this year it is to be held Septem- 
ber 20-23, at Hotel New Yorker, New 

York. 


members to meet each other personally 


The annual conferences enable 
and exchange ideas in many clinic ses- 


sions which are growing in popularity 


as a feature of the conventions, in ad- 
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dition to addresses on the various 
phases of industrial advertising and 
marketing by their 
fields. The personal friendship which 


develops among members is not the 


authorities in 


least in value of benefits received. 

The National Industrial Advertisers 
Association has many committees 
which study various problems and ac- 
tivities of industrial advertisers and 
make reports to the membership 
throughout the year. Among these ac- 
tivities are surveys on direct mail, cata- 
logs, motion pictures and slide films, 
advertising budgets, publication rate 
fluctuations, publishers’ statement 
forms, and many others which form 
the only comprehensive data available 
on the subjects. 

The association is guided by definite 
aims and objectives which may be 
summarized as follows: 

1, To extend the service and aug- 
ment the influence of the various dis- 
trict groups in common marketing 


problems. 





2. To establish, standardize, and im- 
prove modern practices in advertising 
and selling to the industrial market. 

3, To support unequivocally the de- 
sirable principle of truth in advertis- 
ing, avoiding misrepresentation and 
falsification. 

4, To aid in obtaining government 
coéperation in the compilation and dis- 
semination of industrial marketing 
data. 

5, To create a medium of free in- 
terchange of ideas, methods and plans 
among district associations, their mem- 
bers, and members-at-large. 

6, To stimulate and encourage the 
organization of district industrial ad- 
vertising groups in other industrial 
centers. 

7. To assist in codrdinating and 
marshalling the forces of business for 
better public understanding. 

8, Last but perhaps most import- 
ant, to help each member become more 
useful and valuable to his own com- 
pany. 


NIAA Membership Roster 


For listings by company affiliations, see page 76 


All members are classified as Active Members except those whose names are pre- 
ceded by an asterisk (*), who are Associate Members. The chapters to which the 
members belong are designated by the figures in parentheses following their names 
which indicate as follows: (1) Boston; (2) Chicago; (3) Cincinnati; (4) Cleveland; (5) 
Milwaukee; (6) New York; (7) Philadelphia; (8) Pittsburgh; (9) St. Louis; (10) 


Youngstown; (11) New Jersey: (12) Detroit; 


(13) Toledo; (14) Toronto; (15) Indian- 


apolis; (16) Gettysburg: (17) Montreal; (18) San Francisco; (A) Member-at-Large. 


A 

*ABBINK, JOHN, Pres., Business Pub- 
lishers International Corp., 330 W. 
42nd St., New York. (A) 

ABBOTT, PAUL M., Sutherland-Abbott 
Co., 234 Clarendon St., Boston. (1) 

*ACHESON, H. STuART, Adv. Mer., 
Combustion Publishing Co., 200 
Madison Ave., New York. (6) 

ACKERMAN, PAUL, Pullman-Standard 
Car Mfg. Co., 79 E. Adams St., Chi- 
cago. (2) 

ACKLIN, JAMES M., Sales Dept., Acklin 
Stamping Co., 1925 Nebraska Ave., 
Toledo. (13) 

ADAMS, F. E., Ass’t. Adv. Mgr., The 
Mathieson Alkali Works, Inc., 60 E. 
42nd St., New York. (6) 

* AHRENS, J. F., The Penton Publish- 
ing Co., 110 E. 42nd St., New York. 
(6) 

AKERS, KENNETH W., Vice-Pres., The 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 

*ALCORN, T. E., McGraw-Hill Publ. 
Co., Ine., 330 W. 42nd St., New 
York. (6) 

ALDRIDGE, ALBERT E., Jr., (Sun Oil 
Co.,) 7846 Bayard St., Philadelphia. 
(7) 

* ALEXANDER, H. J., (Thomas Publish- 
ing Co.), 3206 Avenue L, Brooklyn. 
(A) 

ALEXANDER, ROBERT G., Adv. Mgr., The 
Standard Transformer Co., Warren, 
O. (10) 


ALLAN, WM. T., A. Allan & Son, 601- 
609 Bergen St., Harrison, N. J. (6) 

*ALLEN, A. H. Detroit Editor, The 
Penton Publishing Co., 1010 Ste- 
phenson Bldg., Detroit. (12) 

ALLEN, CHARLES V., Adv. Mgr., John 
C. Dolph Co., 168 Emmett St., New- 
ark, N. J. (11) 

ALLSHOUSE, Don, (Adv. Mgr., North- 
ern Equipment Co.), 3117 Ridge 
Road, Erie, Pa. (A) 

ALLWORK, RONALD, 9 
Plaza, New York. (6) 

ALMROTH, T. K., Adv. Mgr., Owens- 
Illinois Glass Co., Ohio Bldg., To- 
ledo. (13) 

AMBLER, R. J., R. J. Ambler Industrial 
Advertising, Crescent Bldg., Mont- 
real, Que., Can. (17) 

ANABLE, ANTHONY, Adv. Mgr., The 
Dorr Co., Inc., 570 Lexington Ave., 
New York. (6) 

*ANDERSON, LESLIE G., Dist. Mgr. 
Catalog Div., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St. New 
York. (6) 

ANDERSON, O. M., Adv. Mgr., Dresser 
Mfg. Co., 41 Fisher Ave., Bradford, 
Pa. ¢A) 

* ANDERSON, ROBERT H., Mer., Product 
Engineering, 1510 Hanna Bldg., 
Cleveland. (4) 

ANDREWS, ARNOLD J., Asst. Mgr. Pub- 
licity, Bucyrus-Erie Co., South Mil- 
waukee, Wis. (5) 

ANDRIETSCH, M. G., Sales & Adv. 


Rockefeller 
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“Strict editorial application to the problems of a particular 
profession or craft is a valuable yardstick for measuring business 


paper effectiveness.’ 


Another—and a closer—look at Architectural Record reveals a single- 
purpose editorial aim . . . to present, month after month, useful information on 


the specific subject of building design. 


®@ Useful information, essential to architects, engineers, and other build- 


ing designers. 
® Useful information, much of it not available elsewhere. 
®@ Useful information, edited into an easy-to-read, easy-to-use form. 


“Useful information” is the key-note of Architectural Record . . . and 
the reason that, more than any other magazine, it selects for its readers those men 
whose livelihood depends on building design, whose success is due to their ability 
to select materials and equipment that will knit into a smoothly-operating building. 


Advertisers, in turn, select Architectural Record to carry their sales 
messages with the assurance that they are reaching the largest number of archi- 
tects and engineers available . . . men who are the decisive factors in the selection 


of building products. 


UNIQUE IN ADVERTISING is the timed, selected distribution of Build- 
ing Types to important individuals, not reached through Architectural Record. 
With no waste and 100% effectiveness, “Building Types” enables advertisers to 


make even more complete their coverage of the active building market. 


F.W. DODGE 


fi 


CORPORATION 
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NIAA Membership Roster 


Dept., Trico Fuse Mfg. Co., 2948 N. 

Fifth St., Milwaukee. (5) 

ANpDROS, Evert W., Adv. Mer., B. F. 
Sturtevant Co., Damon St., Hyde 
Park, Boston. (1) 

*ANGELL, J. M., Jr., Eastern Mer., 
Gillette Publishing Co., 155 E. 44th 
St., New York. (6) 

ANTHONY, J. C., Keeling & Co., Inc., 
Chamber of Commerce Bldg., In- 
dianapolis. (15) 

APGAR, FREDERICK W., Buchanan & 
Co., Inc., 1501 Broadway, New York. 
(6) 

APPLEGATE, R. A., Asst. Adv. Dir., E. 
I. DuPont De Nemours & Co., Wil- 
mington, Del. (7) 

ApsEY, J. F., Jr., Adv. Mgr., The 
Black & Decker Mfg. Co., Towson, 
Md, (A) 

AQUADRO, ALVIN A., Sales Pro. Mer., 
The Whitaker Paper Co., 1005 
Beaver Ave., Pittsburgh. (8) 

ARMSTRONG, GORDON, Executive Con- 
sultant, P. O. Box 3925, Shaker 
Square Station, Cleveland. (4) 

ARMSTRONG, J. R., Vice-Pres., Russell 
T. Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

Arrick, D. C., Pres., The Arrick Co., 
135-39 S. Franklin St., Decatur, III. 
(A) 

ASHBEY, GEORGE, Domestic Sales Dept., 
Nicholson File Co., 23 Acorn St., 
Providence, R. I. (1) 

ASHBURNE, JOHN H., Jr., Air Condi- 
t’g Div., Nash-Kelvinator Corp., 
14250 Plymouth Rd., Detroit. (12) 

*ASHDOWN, H. G., Baker-Ashdown, 
Ltd., 146 Jarvis St., Toronto, Ont., 
Canada. (14) 

*AUCHINCLOSS, W. S., Adv. Mer., Oil 
Paint & Drug Reporter, 59 John 
St., New York. (6) 

*AVERILL, WALTER A., Vice-Pres. & 

Mer., Pacific Builder and Engineer, 

3103 Arcade Bldg., Seattle, Wash. 

(A) 


B 

BACHNER, JOHN, Adv. Dept., Chicago 
Molded Products Co., 1020 N. Kol- 
mar Ave., Chicago. (2) 

Bacon, D. H., Adv. Mer., The Hagan 
Corporation, Bowman Bdg., Pitts- 
burgh. (8) 

Bacon, RALPH W., 79-18 32nd Ave., 
Jackson Heights, L. I.,.N. Y. (6) 
*BAILEY, CLYDE H., Steel, 1213 W. 

Third St., Cleveland. (4) 

BAILEY, H. P., Pres., Rotor Tool Co., 
17325 Euclid Ave., Cleveland. (4) 
BaILey, K. W., Adv. Mgr., Primary 
Battery Division, Thomas A. Edi- 
son, Inc., Bloomfield, N. J. (11) 
*BAKER, BRADLEY R., Rep., New 
Equipment Digest, 10A Shaw Place, 

Foxboro, Mass. (1) 

BALDWIN, PRESTON DE G., Pres., Bald- 
win Belting & Leather Co., Inc., 85 
Chambers St., New York. (11) 

BALDWIN, Roy D., Adv. Megr., Simonds 
Saw & Steel Co., Fitchburg, Mass. 
(1) 

BALL, RUSSELL C., Pres., Philadelphia 
Gear Works, Erie Ave. & G St., 
Philadelphia. (7) 

BALLANTINE, ROBERT W., Asst. Adv. 
Mgr., Neptune Meter Co., 50 W. 
50th St., New York. (6) 
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BALLANTYNE, ALAN A., Adv. Megr., 
Novo Engine Co., Lansing, Mich. 
(A) 

BALLARD, A. G., Diamond State Fibre 
Co. of Canada, 356 Eastern Ave., 
Toronto, Ont., Can. (14) 

BaAuzarl, R. A., R. A. Balzari & Staff, 
447 Sutter St., San Francisco. (18) 

*BANDELOW, R. E., Vice-Pres., Caxton 
Co., Caxton Bldg., Cleveland. (4) 

BARBOUR, RoBEerT J., Asst. Adv. Megr., 
Bakelite Corp., 247 Park Ave., New 
York. (6) 

BARNES, PHILIP, Weston Electrical In- 
strument Corp., 614 Frelinghuysen 
Ave., Newark, N. J. (11) 

*BARNETT, Guy F., A. L. Barnett Co., 
705 Manufacturer’s Bldg., Pitts- 
burgh. (8) 

*BarR, THOMAS C., Salesman, Pitts- 
burgh Photo-Engraving Co., 723 
Liberty Ave., Pittsburgh. (8) 

Barrows, H. F., Adv. Mgr., The Aus- 
tin-Western Road Machinery Co., 
601 Farnsworth Ave., Aurora, III. 
(2) 

*Barry, J. F., Treas., The Kenny 
Press, Inc., 397 Market St., Newark, 
N. J. (11) 

*BassETT, L. C., (Vice-Pres., Gage 
Publishing Co., New York), 2484 
Estes Ave., Chicago. (2) 

BATES, WILLIAM A., Adv. Megr., The 
Steel Co. of Canada, Ltd., 525 Do- 
minion St., Montreal, Que., Can. 
(17) 

BATTIN, L. B., Adv. Mgr., Mason- 
Neilan Regulator Co., 1190 Adams 
St., Boston. (1) 

BAUM, Harry NEAL, Adv. Mer., Fair- 
banks, Morse & Co., 600 S. Michigan 
Ave., Chicago. (2) 

BAUMGARTNER, A. G., The Cincinnati 
Shaper Co., Cincinnati. (3) 

*BauR, CHARLES S., Gen’! Adv. Megr., 
The Iron Age, 239 W. 39th St., New 
York. (6) 

*BAXTER, J. E., Designer-Secretary, 
Co-Operative Displays, Inc., 327 E. 
Eighth St., Cincinnati. (3) 

BAXTER, W.. R. E., Staff Member, Wil- 
liam H. Baldwin-Brewster S. Beach, 
205 E. 42nd St., New York. (6) 

BEARE, J. G., Link-Belt, Ltd., 791 East- 
ern Ave., Toronto, Ont., Can. (14) 

BEATTY, E. W., Industrial Gloves Co., 
700 Garfield Blvd., Danville, Ill. (A) 

Beck, R. H., Adv. Mgr., Pittsburgh- 
Des Moines Steel Co., Neville Island, 
Pittsburgh. (8) 

*BecKER, A. D., New England Megr., 
F. W. Dodge Corp., 858 Park Square 
Bldg., Boston. (1) 

*BEcCKER, LEoD D., Fuel Oil Journal, 
420 Madison Ave., New York. (6) 
*BECKER, WM. H., Pres., Wm. H. 
Becker, Inc., 17-19 Beach St., New- 

ark, N. J. (11) 

BECKWITH, CARLETON B., Adv. Mer., 
New Departure, Division General 
Motors Sales Corp., Bristol, Conn. 
(6) 

*BEDELL, EpcGarR H., Eastern Rep., 
Chemical & Metallurgical Engineer- 
ing, 330 W. 42nd St., New York. (6) 

BELCHER, HENRY F., Vice-Pres.-Sales 
Mer., Insto Gas Corp., 1900 E. Jef- 
ferson Ave., Detroit. (12) 

BELDEN, WAYNE, Vice-Pres., Ajax 
Flexible Coupling Co., Westfield, N. 
Ee GA) 





BELTz, J. L., Adv. Mgr., The Thew 
Shovel Co., E. 28th St., Lorain, O. 
(4) 

*BENEDICT, E. S., Phototype Engrav- 
ing Co., 147 N. Tenth St., Philadel- 
phia. (7) 

*BENNETT, FRANK P., III. American 
Wool & Cotton Reporter, 530 At- 
lantic Ave., Boston. (1) 

BENNETT, H. J., Dir. Sls. Pro., Colum- 
bia Steel Co., Russ Bldg., San Fran- 
cisco. (18) 

BENTLEY, R. W., The C. F. Pease Co., 
2601 W. Irving Park Blvd., Chica- 
go. (2) 

*BERLE, Harry I., Pres., Direct Mail 
Service Co., 504 Western Reserve 
Bldg., Cleveland. (4) 

BERLING, FRED, Sales Pro. Mgr., The 
Lunkenheimer Co., Waverly & Tre- 
mont, Cincinnati. (3) 

*Bernzott, A. J. Art Dir., A. J. Bern- 
zott Studios, 704 Race St., Cincin- 
nati. (3) 

Berry, E. F., Jr., Adv. Mgr., The 
Udylite Corp., 1651 E. Grand Blvd., 
Detroit. (12) 

*BIDDLE, HOWARD, Co-Partner, How- 
ard Biddle Printing Co., 518 Locust 
St., Philadelphia. (7) 

BILLERBECK, Harry M., Alley & Rich- 
ards Co., 370 Lexington Ave., New 
York. (6) 

BILLING, L. H., The Falk Corp., 3001 
W. Canal St., Milwaukee. (5) 

BILLINGSLEY, ALLEN L., Pres., Fuller 
& Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

Binns, C. A., Pub. Rep., General Elec- 
tric Co., 235 Montgomery St., San 
Francisco. (18) 

Bircu, A. K., Asst. Mgr. Pub. Dept., 
Allis-Chalmers Mfg. Co., Milwau- 
kee. (5) 

BIsseELL, E. S., Genl. Mgr., Mixing 
Equipment Co., Inc., 1024 Garson 
Ave., Rochester, N. Y. (A) 

BLAIKIE, D. F., Acct. Exec., Duncan S. 
Blaikie Adv. Agency, Ltd., 1411 
Crescent St., Montreal, Que., Can. 
(17) 

Buarr, T. S., J. B. Ford Co., 1532 Bid- 
dle St., Wyandotte, Mich. (12) 

BLAKE, L. C., Adv. Mgr., Curtis Pneu- 
matic Machinery Co., 1901 Kienlen 
Ave., St. Louis. (9) 

BLANKENSHIP, H. W., JR., Graver 
Tank & Mfg. Co., Inc., 4809 Tod 
Ave., East Chicago, Ind. (2) 

BiLocu, HANs G., Acct. Exec., Jimm 
Daugherty, Inc., 211 N. Seventh St., 
St. Louis. (9) 

BLoom, CARL A., Mgr. of Adv., Apple- 
ton Electric Co., 1701 Wellington 
Ave., Chicago. (2) 

*Bioom, I. H., Direct Mail Service, 
318 Oliver Ave., Pittsburgh. (8) 
BOENEKER, FREDERICK J., Adv. Dept., 
National Bearing Metals Corp., 4930 

Manchester Ave., St. Louis. (9) 

BoGART, Morcan O., Mgr. Trade & 
Tech. Dept., J. Walter Thompson 
Co., 420 Lexington Ave., New York. 
(6) 

*Bocer, RoBerT F., McGraw-Hill Publ. 
Co., Inc., Statler Bldg., Boston. (6) 

Bocue, ARCHER, J. O. Buckeridge & 
Associates, 905 Francis Palms Bldg., 
Detroit. (12) 

BoLaNn, C. W., Adv. Mgr., Carter Car- 
buretor Corp., 2842 N. Spring Ave., 
St. Louis. (9) 
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Mere are Four Space Buying Facts 














for your consideration when placing advertising to 


reach operating men in the manufacturing industries 


(1) IEN was started in 1933 - - - 
continues exclusive and 
unique in a field of its 
own - - - originator and fore- 
runner of a modern, more 


effective publishing style. 


(2) IEN now reaches 51,707 
active plant operating men 
all of whom have _ RE- 
QUESTED its regular receipt 
as evidence of their use of it 
---for the always essential 
job of keeping posted on 
What’s New in _ industrial 
products being brought out 
for their use --- they read 
and use IEN to look for their 


current needs. 


(3) 


(4) 


IEN proves its value and 
pays its way by newspaper 
make-up assurance of all the 
usual benefits of space ad- 
vertising PLUS directly 
traceable inquiry evidence 
of consistently active sales 


promotion. 


RESULT? IEN has hence 
been able to attain and hold 
outstanding leadership in 
the field of publications to 
reach industry as a whole -- - 
with more circulation and 
more advertisers than any 
other publication of similar 


circulation. 


Cost? Only $79 to $85 an issue for standard representation. 


A Factual Record that Speaks for ltself and for the “IEN Plan”, Available on Request 


INDUSTRIAL EQUIPMENT NEWS 


461 EIGHTH AVE., NEW YORK 
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In the Current Edition—{29th Annual}—Thomas' Register. 


standing. 























nishes ample evidence of the exceptionally satisfying value it renders. 


These thousands of advertisers have learned: 


vertising. 
THOMAS PUBLISHING COMPANY, NEW 


Long recognized as the outstanding guide for 
PURCHASING AGENTS, and used by them in 


most of the important organizations, all lines, 








everywhere throughout the U. S. 









THE BUYERS MASTER KEY 


—_—_E]E"E"IE~E_— TO ALL 
AMERICAN SOURCES OF SUPPLY 


Oldest in its field—Established 1905, long before any 
other publication of its kind now in individual existence 
—Continuously published under original ownership and 
management. 

Paid Circulation—A.B.C. Member 
Initial Subscription, $15.00; Renewal, $10.00 

































and 


That the Register is outstanding in bringing them the tangible and definitely meas- 
urable and profitable returns, now so increasingly demanded by advertisers generally 

That through the year it produces an interesting volume of Direct Buying 
Inquiries, of high sales percentage, at the low cost of only one issue a year. 


That the foregoing results are due to the fact that in many thousands of important organi- 
zations, at the purchasing moment, the Register usually functions alone as their 
“where to buy” Guide, for all individuals concerned with purchasing and thus it presents 
its advertisers’ sales messages to the "Key" men who determine purchasing, at the most pro- 
ductive time, and when advertising in other publications is not likely to be in evidence . 

It supplies the time and point of sale contact that is missing in such other ad- 


Executives 


Any less outstanding typography would less fairly 
accord with this all time top in its field, both 
numerically and in value connoted thereby. 


This “3169” represents the largest num- 
ber of advertisers ever appearing in anv issue 
of any class or trade publication, of any kind, 
any time, anywhere . . 
rarely half equalled by any Trade Paper, Catalog, 
other Purchasing Guide, or anything else in this field. 


. Never equalled, and 


Obviously, such outstanding patronage is possible 
only when satisfaction to advertisers is equally out- 


BS 3169 Advertisers, including 58% of all Manufacturers represented by the N.I.A.A. mem- 
bership Roster, together with a majority of all other important makers who cater to the Indus- 
trial Field, are using more than 15,000 separate advertising spaces—{more than 10,000 display)— 
And this year contracts for next edition are far in excess of any previous record. 


This patronage is the cumulative result of 29 years of advertiser experience with the Register, and fur- 


Research Depts. 
Superintendents 


Laboratories 


Engineering Depts. 
Production Mgrs. 


Sales Mars. 
Dept. Heads 


all other 


"KEY" 


indi- 


viduals concerned with op- 
eration, investigating, speci- 


fying and buying, or who || 
require names of American | 


Manufacturers, in any line, 
| for any purpose. 








Out of Thomas’ often means out of mind, at the Purchasing moment 
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NIAA Membership Roster 





BOLANDER, HAROLD B., Ass’t to Pres., 
Simmons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

BOND, NELSON L., New Eng. Megr., 
Business Week, 1427 Statler Bldg., 
Boston. (1) 

BONNIST, E. R., Adv. Mgr., The Coop- 
er-Bessemer Corp., Mount Vernon, 
O. (A) 

BOOHER, JOHN R., Adv. Megr., Cleve- 
land Crane & Engineering Co., 
Wickliffe, O. (4) 

BoRDEN, A. K., Sec’y, Kerlow Steel 
Flooring Co., 218 Culver Ave., Jer- 
sey City, N. J. (11) 

BossarRT, E. B., Adv. Mgr., Bailey Me- 
ter Co., 1050 Ivanhoe Rd., Cleveland. 
(4) 

Bott, ALFRED E., Alfred Bott Com- 
pany (Adv. Agency), 205 E. 42nd 
St., New York. (6) 

BOURNE, HENRY T., Henry T. Bourne 
& Asso., 627 Union Commerce Bldg., 
Cleveland. (4) 

BOWMAN, FRANCIS D., Adv. Mgr., The 
Carborundum Co., Niagara Falls, N. 
Y. (A) 

BoYER, CLIFFORD F., Pres., Kwick-Kut 
Mfg. Co., Inc., 3828 Arsenal St., St. 
Louis. (9) 

BoYNTON, E. W., Genl. Megr., The 
Allegheny Lithograph Corp., 106 
Ross St., Pittsburgh. (8) 

Brace, G. A., Sales Mgr., Ferranti 
Electric, Ltd., Mount Dennis, Toron- 
to 9, Ont., Can. (14) 

BRADFORD, J. K., Sales Pro. Dept., 
Canada Wire & Cable Co., Ltd., P. 
O. Box 340, Toronto, Ont., Can. (14) 

Brapy, ARTHUR JAMES, Adv. Dept., 
The Timken Roller Bearing Co., 
Canton, O. (A) 

BRADY, RICHARD H., Sales Pro. Mer., 
Perfex Corporation, 415 W. Okla- 
homa Place, Milwaukee. (5) 

*BRAMSON, Roy T., Pres., The Bram- 
son Publ. Co., 2842 W. Grand Blvd., 
Detroit. (12) 

Bray, LEN J., Owner, The Bray Co., 
3001 Olive St., St. Louis. (9) 

BRAYTON, R. A., Sales Pro. Dept., 
Armco International Corp., Middle- 
town, O. (3) 

BRECKENRIDGE, J. C., Pres., Combus- 
tion Utilities, Inc., 440 Bryant St., 
San Francisco. (18) 

*BREUNICH, JOHN T., Bus. Mgr., Min- 
ing & Metallurgy, 29 W. 39th St., 
New York. (6) 

*BRITTON, MASON, Vice-Chairman, 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

BROcKSON, W. I., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 
S. Michigan Ave., Chicago. (2) 

*BRODHEAD, FRANK C., Adv. Megr., 
Philadelphia Purchasor, 1700 Wal- 
nut St., Philadelphia. (7) 

BroGGINnNI, A., Adv. Megr., National 
Carbon Co., Inc., P. O. Box 6087, 
Cleveland. (4) 

BROOKE, CHARLES W., Brooke, Smith 
& French, Inc., 82 E. Hancock, De- 
troit. (12) 

Brooks, RANDALL E., Gulf Publish- 
ing Co., 250 Park Ave., New York. 
(6) 

Brosky, ALPHONSE F., Acct. Exec., R. 
C. Riebel Adv. Agency, 151 S. Fifth 
St., Louisville, Ky. (A) 
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BROUGHTON, B. A., Adv. Megr., Willard 
Storage Battery Co., 246 E. 131st 
St., Cleveland. (4) 


BROWN, ALLAN, Dir. of Public Rela- 
tions, Bakelite Corporation, 247 
Park Ave., New York. (6) 

Brown, C. EDMUND, MacLaren Adver- 
tising Agency Co., Ltd., 372 Bay St., 
Toronto, Ont., Can. (14) 

*BROWN, HAROLD A., Railway Equip- 
ment Publ. Co., 424 W 33rd St., 
New York. (6) 

*BROWN, RAY, Pres., Ray Art Studios, 
Inc., American Bank Bldg., Pitts- 
burgh. (8) 

BROWN, THEODORE, Vice-Pres., Perry- 
Brown, Inc., 15 E. Eighth St., Cin- 
cinnati. (3) 

*BrRown, W. W., (Western Rep., Jn- 
dustrial Power), 9946 S. Winchester 
Ave., Chicago. (9) 

*BRUMM, BERT C., (Mgr. Cleveland 
Office, Gillette Publ. Co.), 1217 St. 
Charles Ave., Lakewood, O. (4) 

BRUNER, CHARLES F., Adv. Mgr., The 
Master Electric Co., 126 Davis Ave., 
Dayton, O. (A) 

*BUCHAN, GEORGE H., Sales Mer., 
Buchan Loose Leaf Records Co., 
200 Broadway, New York. (6) 

BUCHANAN, C. M., Acct. Exec., Van 
Sant, Dugdale & Co., Inc., Court 
Square Bldg., Baltimore. (A) 

*Buck, EDWARD M., Dist. Mgr., Rein- 
hold Publ. Corp., 1133 Leader Bldg., 
Cleveland. (4) 

BUCKLEY, EARLE A., Pres., Earle A. 
Buckley Organization, 1600 Arch 
St., Philadelphia. (7) 

*BUCKLEY, HOMER J., Pres., Buckley 
Dement & Co., 1300 W. Jackson 
Blvd., Chicago. (2) 

BupDD, MONTGOMERY R., Asst. Adv. 
Mgr., Hercules Powder Co., Dela- 
ware Trust Bldg., Wilmington, Del. 
(7) 

*BUEHL, JOHN G., Pres., Ad-Art Stu- 
dios, 1919 E. 19th St., Cleveland. (4) 

BUEHLING, NORMAN D., Vice-Pres., 
The Fensholt Co., 360 N. Michigan 
Ave., Chicago. (2) 

BUGBEE, HAROLD, Pres., Walter B. 
Snow & Staff, Inc., Statler Bldg., 
Boston. (1) 

BULLARD, R. C., Adv. Mgr., The Bul- 
lard Co., 286 Canfield Ave., Bridge- 
port, Conn. (6) 

*BuLOT, MARK, Adv. Mgr., Stonehouse 
Signs, Inc., Ninth at Larimer, Den- 
ver. (A) 

BURDEN, W. WILSON, Partner, Witte 
and Burden, 5757 Cass Ave., De- 
troit. (12) 

BURDICK, JOHN P., Adv. Mgr., Brown 
& Sharpe Mfg. Co., Providence, R. I. 
(1) 

Burcess, J. A., Ind. Adv. Dept., Gulf 
Oil Corporation, Gulf Bldg., Pitts- 
burgh. (8) 

BURNETT, H. A., JR., Difco Labora- 
tories, Inc., 920 Henry, Detroit. (12) 

BURNETT, HENRY B., Adv. Mgr., Walk- 
er-Turner Co., Inc., 639 South Av- 
enue, Plainfield, N. J. (11) 

BURNETTE, WILLIAM A., Baker & Co., 
Inc., 113 Astor St., Newark, N. J. 
(11) 

*BURROWS, AUBREY A., Vice-Pres., 
Canadian Transportation, 70 Bond 
St., Toronto, Ont., Can. (14) 

*BURTON, CHARLES A., (Rep., Thomas’ 


Register), 4713 Woodland Ave., 
Western Springs, Ill. (9) 

*BURTON, MALCOLM V., Burton Pub- 
lishing Co., 407 S. Dearborn St.. 
Chicago. (A) 

Busk, T. V., Adv. Megr., Farrel-Bir- 
mingham Co., Inc., 25 Main St., An- 
sonia, Conn. (A) 

*BUTTENHEIM, DONALD YV., Butten- 
heim-Dix Publ. Corp., 470 Fourth 
Ave., New York. (6) 

*BUXMAN, WILLIAM, Textile World, 
330 W. 42nd St., New York. (6) 

Byers, C. L., Adv. Dept., Blaw-Knox 
Co., P. O. Box 1198, Pittsburgh. (8) 

BYLER, R. C., Adv. Mgr., SKF Indus- 
tries, Inc., Front St. & Erie Ave., 
Philadelphia. (7) 

BYRNES, D. J., Adv. Mgr., Heinn-Wer- 
ner Auto Parts Co., Waukesha, Wis. 
(5) 

Cc 


*CAFFEE, ROBERT H., Republic Bank 
Note Co., 3113 Forbes St., Pitts- 
burgh. (8) 

*CaIn, C. Luoyp, Adv. Rep., The Oil 
& Gas Journal, 415 Lexington Ave., 
New York. (6) 

CAINE, R. C., Genl. Sales Mgr., Roch- 
ester Eng. & Centrifugal Div., The 
American Laundry Machinery Co., 
Norwood Station, Cincinnati. (A) 

*CAIRD, ROBERT N., JR., Dist. Megr., 
Pencil Points, 330 W. 42nd St., New 
York. (6) 

CALDWELL, Howarp C., Pres., Cald- 
well-Baker Co., Merchants Bank 
Bldg., Indianapolis. (15) 

CALHOUN, E. N., Treas., Edwin L. 
Wiegand Company, 7500 Thomas 
Blvd., Pittsburgh. (8) 

CALLAHAN, P. L., Asst. Mgr. Adv. & 
Sales Pro., Truscon Steel Co., Albert 
Street, Youngstown, O. (10) 

CALLOs, GEORGE J., Adv. Mgr., Allis- 
Chalmers Mfg. Co., 1126 S. 70th St., 
West Allis, Wis. (5) 

CALVIN, R. N., Sales Mgr., Canadian 
Vickers, Ltd., Maisonneuve, Que., 
Can. (17) 

CamMM, Harry H., Adv. Dept., Cana- 
dian Line Materials, Ltd., Station 
H. Toronto, Ont., Can. (14) 

Camp, F. H., Adv. Mgr., Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 
(A) 

CAMPBELL, C. G., Pres., Kewaunee 
Mfg. Co., Kewaunee, Wis. (5) 

CAMPBELL, C. H., Gen. Sales Megr., 
Sonoco Products Co., Hartsville, S. 
C. (A) 

CAMPBELL, Roy EVERETT, Adv.-Sales 
Pro. Mgr., Sullivan Machinery Co., 
Woodland Ave., Michigan City, Ind. 
(A) 

*CANAVAN, FRANK J., Eastern Rep., 
MacRae’s Blue Book Co., 450 Sev- 
enth Ave., New York. (6) 

CANFIELD, LEE, Acct. Exec., The Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 

*CAPITAIN, WALTER A., Asst. to Pres., 
Walker Engraving Corp., 141 E. 
25th St., New York. (6) 

*CAREY, JAMES A., Pres., Liberty En- 
graving Co., Grant St. & Blvd. of 
the Allies, Pittsburgh. (8) 

*CaREY, Roy, Eastern Rep., Clark 
Publishing Co., Box 133, Provi- 
dence, R. I. (1) 

*CARPENTER, EARL P., Secy.-Treas., 
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Escar Motion Picture Service, Inc., 
7315 Carnegie Ave., Cleveland. (4) 

*CarR, H. J., (Phila. Mgr., Domestic 
Engineering Publications), 732 Bur- 
mont Terrace, Drexel Hill, Pa. (7) 

CARR, RICHARD C., Sales Mer., Hixon- 
Peterson Lumber Co., 1804 Clinton 
Ave., Toledo. (13) 

CARROLL, E. LESTER, Eastern Adv. 
Mer., S.A. E. Journal, 29 W. 39th 
St., New York. (6) 

CARROLL, HARRY M., Adv. Mgr., Hyatt 
Bearings Div., General Motors Sales 
Corp., Harrison, N. J. (11) 

CASE, RUSSELL W., JR., Adv. Mer., 
Thermoid Company, Trenton, N. J. 
(7) 

CASH, KENNETH W., Adv. Megr., Penn 
Electric Switch Co., P. O. Box 556, 
Goshen, Ind. (A) 

CASH, WILLIAM C., Ingersoll-Rand Co., 
Phillipsburg, N. J. (6) 

CASHEN, L. F., Grinnell Company, 
Inc., 260 W. Exchange St., Provi- 
dence, R. I. (1) 

CASSEY, SIDNEY, Pub. Mer., Weston 
Electrical Instrument Corp., 614 
Frelinghuysen Ave., Newark, N. J. 
(11) 

Cassipy, H. E., Vice-Pres., The Me- 
Carty Co., 1206 Maple Ave., Los 
Angeles. (A) 

CATHER, W. A., Babcock & Wilcox Co., 
19 Rector St., New York. (6) 

CAWLEY, JAMES S., N. Y. Rep., Fac- 
tory Management & Maintenance, 
330 W. 42nd St., New York. (11) 

CEPERLY, W. R., Copy-Contact, The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

CHAMBERLAIN, C. C., Jenkins Bros., 
80 White St., New York. (6) 

“CHANNON, JAMES A., McGraw-Hill 
Publ. Co., Ine., 330 W. 42nd St., 
New York. (6) 

CHAPPELL, M. S., Merch. Mer., The 
Wood Conversion Co., Ist Nat’ 
Bank Bldg., St. Paul (A) 

CHAPPELL, W. J., Adv. Mgr., Timken 
Silent Automatic Div., The Timken- 
Detroit Axle Co., 100 Clark Ave., 
Detroit. (12) 

CHAPPLE, BENNETT, Asst. to Pres., 
American Rolling Mill Co., Curtis 
St., Middletown, O. (A) 

CHASE, W. H., Adv. Mgr., The Draper 
Corp., Hopedale, Mass. (1) 

CHENEY, T. CLAYTON, Mgr. Adv. & 
Sales Pro., Milcor Steel Company, 
S. 41st & W. Burnham Sts., Milwau- 
kee. (5) 

CHESLEY, L. M., Sales Mgr., Watson 
Jack & Co., Ltd., 1410 Stanley St., 
Montreal, Que., Can. (17) 

CHEVALIER, WILLARD, Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

CHILLINGWORTH, N. R., Mine Safety 
Appliances Co., 201 N. Braddock 
Ave., Pittsburgh. (8) 

CHIRURG, J. T., Pres., James Thomas 
Chirurg Co., Park Square Bldg., 
Boston. (1) 

CHOATE, RuFus, Acct. Exec., Donahue 
and Coe., Inc., 1270 Sixth Ave., New 
York. (6) 

CHRISTENA, E. E., Mgr. Sales Pro., J. 
D. Adams Co., 217 S. Belmont, In- 
dianapolis. (15) 

CHRISTENSEN, J. W., Adv. & Sales 
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Pro. Mgr., Hamilton Mfg. Co., Two 
Rivers, Wis. (5) 

CLARK, Ezra W., Clark Trucktractor 
Div., Clark Equipment Co., Battle 
Creek, Mich. (2) 

CLARK, T. H., Adv. Mgr., E. J. Lavino 
& Co., 1528 Walnut St., Philadel- 
phia. (7) 

*CLARKE, H. W., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St., New York. (6) 

CLARY, F. WARE, Crouse-Hinds Co., 
Wolf & 7 North Sts., Syracuse, N. Y. 
(6) 

CLAWSON, JAMES C., Acct. Exec., G. 
M. Basford Co., 422 Leader Bldg., 
Cleveland. (4) 

CLAWSON, W. T., Adv. & Sales Pro. 
Megr., National Electric Products 
Corp., 1200 Fulton Bldg., Pitts- 
burgh. (8) 

CLAYTON, H. F., Adv. Mgr., Bepco 
Canada, Ltd., 1050 Mountain St., 
Montreal, Que., Can. (17) 

CLAYTON, JOHN M., Adv. Megr., Gen- 
eral Radio Co., 30 State St., Cain- 
bridge, Mass. (1) 

*CLEAVER, Louis A., F. W. Dodge 
Corp., 1321 Arch St., Philadelphia. 
(7) 

CLOSE, JOSEPH K., Toledo Associates, 
240 Huron St., Toledo. (13) 

CLow, ALLAN B., Adv. Mgr., The Calco 
Chemical Co., Inc., Bound Brook, N. 
J. (11) 

COAKLEY, JOHN F., Thomas A. Edison, 
Inc., West Orange, N. J. (6) 

*COATES, WILLIAM E., 1196 Warren 
Road, Lakewood, O. (4) ° 

* COCHRAN, G. E., Western Mer., Rein- 
hold Publ. Corp., 310 S. Michigan 
Ave., Chicago. (2) 

*COFFEY, EDWARD F., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., 
New York. (6) 

CoHENOUR, HowARD H., Adv. Mer., 
Sunnen Products Co., 7900 Man- 
chester Ave., St. Louis. (9) 

CoLsy, ALLEN P., Adv. Mgr., The Na- 
tional Supply Co., 3320 Bishop St., 
Toledo. (13) 

CoLE, ERNEST B., Purch. Agt., The 
Standard Tool Co., 6918 Central 
Ave., Cleveland. (4) 

CoLE, F. C., Adv. Mgr., Dravo Corpo- 
ration, Neville Island, Pa. (8) 

*COLLINS, RAy M., Sales & Adv. Mgr., 
A. H. Mathias & Co., 319 Fifth Ave., 
Pittsburgh. (8) 

COLLINS, WILLIAM HowEs, Asst. Adv. 
Mer., Scott Paper Co., Chester, Pa. 
(7) 

*CONOVER, GEORGE S., American City 
Magazine Corp., 648 Hanna Bldg., 
Cleveland. (4) 

*CONOVER, HARVEY, Pres., Conover- 
Mast Corp., 205 E. 42nd St., New 
York. (6) 

CooBAN, F. G., Vice-Pres., Hewitt 
Rubber Corp., 240 Kensington Ave., 
Buffalo, N. Y. (A) 

Cook, C. B., Mer., Sales Pro., The El- 
well-Parker Elec. Co., 4205 St. 
Clair Ave., Cleveland. (4) 

*Cook, DwicHt, Central Dist. Mer., 
Machinery, 148 Lafayette St., New 
York. (7) 

Cook, ELMER C., Adv. Mgr., American 
Gas Furnace Co., Spring & Lafay- 
ette Sts., Elizabeth, N. J. (11) 

*CooK, FRANK R., Mgr., The Improve- 
ment Bulletin, 425 Hennepin Ave., 
Minneapolis. (A) 


Cook, H. F., Tung-Sol Lamp Works, 
Inc., 95 Eighth Ave., Newark, N. J. 
(11) 

Cook, P. NEWTON, Mgr. Adv. & Sales 
Pro., P. R. Mallory & Co., Inc., 3029 
E. Washington St., Indianapolis. 
(15) 

CooLey, J. H., Mgr. Editorial Div., 
Westinghouse Elec. & Mfg. Co., 
East Pittsburgh, Pa. (8) 

*COOMBES, (Mrs.) E. R., Vice-Pres., 
Mechanization, Inc., Munsey Bldg., 
Washington, D. C. (A) 

*Copp, WILLIAM C., Eastern Megr., Gas 
Magazine, 489 Fifth Ave., New 
York. (6) 

CorBETT, (Miss) G. V., Adv. Mgr., 
Driver-Harris Co., Harrison, N. J. 
(6) 

CORDES, WILMER H., Mgr. Sales Pro. 
American Steel & Wire Co., Rocke- 
feller Bldg., Cleveland. (4) 

CorEY, GEORGE H., Adv. Mgr., Cleve- 
land Twist Drill Co., 1242 E. 49th 
St., Cleveland. (4) 

Cor.tiss GEorGE H., Sales Pro. Mer., 
Palmer-Bee Co., Westminster & G. 
T. R. R., Detroit. (12) 

*CORNELL, JOHN, Co-Publisher, The 
Paper Mill, 1440 Broadway, New 
York. (6) 

CouLME, D. J., Sales Pro., The Chat- 
field & Woods Co. of Pa., P. O. Box 
1137, Pittsburgh. (8) 

CRABB, CHARLES G., Sales Pro. Mer., 
Wrought Washer Mfg. Co., 2100 S. 
Bay St., Milwaukee. (5) 

CRAFTS, Epwarp F., Adv. Dept., Re- 
public Steel Corp., 3100 E. 45th St., 
Cleveland. (4) 

*CRAIG, LIN, Technical Publications 
Rep., MacLean Publishing Co., Ltd., 
1010 St. Catherine St., W., Mon- 
treal, Que., Can. (17) 

*CRAIN, G. D., JR., Publisher, Jndus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

CRAMER, G. W., Adv. Mgr., Goulds 
Pumps, Inc., Fall St., Seneca Falls, 
N. Y. (A) 

CRAWFORD, W. F., Vice-Pres., The Ed- 
ward Valve & Mfg. Co., Inc., 1200 
W. 145th St., East Chicago, Ind. (2) 

CrEAGH, E. A., Sales Pro. Mgr., Amer- 
ican Chain & Cable Co., Inc., Bridge- 
port, Conn. (A) 

CRONK, JOHN N., Adv. Mgr., Denver 
Equipment Co., 1400 Seventeenth 
St., Denver. (A) 

CrossMAN, M. R., Adv. Mgr., Gisholt 
Machine Co., 1245 E. Washington 
Ave., Madison, Wis. (5) 

CroucH, FRANK J., Adv. Mgr., Shep- 
ard Niles Crane & Hoist Corp., 
Montour Falls, N. Y. (A) 

CULLISON JESSE A., Adv. Mgr., Na- 
tional Fireproofing Corp., 202 E. 
Ohio St., Pittsburgh. (8) 

CUNNINGHAM, Ross M., Asst. Prof. of 
Marketing, Mass. Institute of Tech- 
nology, Cambridge, Mass. (1) 

CuRLEY, (Miss) MARION, Westing- 
house Elec. & Mfg. Co., 207 W. 
Third St., Cincinnati. (3) 

CurTIss, SPENCER W., Spencer W. 
Curtiss, Inc., Circle Tower, Indi- 
anapolis. (15) 

D 

DALLAS, M. W., Adv. Mgr., E. C. At- 
kins & Co., 402 S. Illinois St., In- 
dianapolis. (15) 

*DANDO, H. S., Westman Publications, 
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Ltd., 366 Adelaide St., W., Toronto, 

Ont., Can. (14) 

DARCEL, A. P., Asst. Pub. Mgr., Ca- 
nadian Ingersoll-Rand Co., Ltd., 
New Birks Bldg., Phillips Square, 
Montreal, Que., Can. (17) 

*“DARLING, B. N., Cleveland Mer., 
Wilding Picture Productions, Inc., 
310 Swetland Bldg., Cleveland. (4) 

DAVENPORT, C. D., Adv. Mgr., Union 
Steel Products Co., 600 Berrien St., 
Albion, Mich. (A) 

DAVIDSON, GORDON C., 


Acct. Exec., 


MacLaren Advertising Co., Ltd., 
372 Bay St., Toronto, Ont., Can. 


(14) 

Davies, A. J., Partner, Davies & Mc- 
Kinney, 522 Erie Trust Bldg., Erie, 
Pa. (A) 

DAvViIs, ARCH, International Business 
Machines Corp., 270 Broadway, New 
York. (6) 

DAvVis, CLIFTON E., Standard Rate & 
Data Service, 420 Lexington Ave., 
New York. (6) 

Davis, C. F., Adv. Mgr., Dominion 
Engineering Co., Ltd., Montreal, 
Que., Can. (17) 

Davis, DANIEL M., (Edward H. Sykes 
Co.), P. O. Box 41, Library, Pa. (8) 

DAVISON, R., Mgr. Market Develop- 
ment Div., The New Jersey Zinc 
Co., 160 Front St., New York. (6) 

Day, T. A., Asst. Secretary, Appala- 
chian Coals, Inc., 710 Hamilton Na- 
tional Bank Bldg., Knoxville, Tenn. 
(A) 

DEARING, HAROLD W., Kenyon & Eck- 
hardt, Inc., 247 Park Ave., New 
York. (6) 

Deasy, E. T., Pacific Coast Adv. Mer., 
The Sherwin-Williams Co., 1450 
Sherwin Ave., Oakland, Calif. (18) 

DE CELLE, O. A., Vice-Pres., Interna- 
tional Filter Co., 325 W. 25th PIi., 
Chicago. (2) 

*DEILY, CHARLES H., JR., Phila. Rep. 
Plumbing & Heating Trade Journal, 
310 W. Durham St., Philadelphia. 
(7) 

*DE KALB, RALPH V., Vice-Pres., Kurt 
H. Volk, Inc., 35 N. Tenth St., Phil- 
adelphia. (7) 

DeLo, J. A., Adv. Mgr., Continental 
Steel Corporation, Kokomo, Ind. (5) 

De Mario, JAMES J., Adv. Megr., 
Manhattan Rubber Mfg. Div. of 
Raybestos-Manhattan, Inc., Passaic, 
N. J. (11) 

DENHAM, ATHEL F., Denham & Com- 
pany, 1036 Book Bldg., Detroit. (12) 

DENMAN, R. W., Adv. & Sls. Pro. Megr., 
American Machines & Metals Co., 
East Moline, Ill. (6) 

DENNERY, (Miss) I. J., Mgr. of Adv., 
Pennsylvania Salt Mfg. Co., 1000 
Widener Bldg., Philadelphia. (7) 

*“DENO, NORMAN, Deno & Goddard Co., 
328 S. Jefferson St., Chicago. (2) 

*DENT, W. P., Rep., MacRae’s Blue 
Book Co., 63 Clarendon St., Spring- 
field, Mass. (1) 

DENTON, L. H., Convention Director, 
Baltimore Association of Commerce, 
22 Light St., Baltimore, Md. (A) 

D’EVELYN, NorMAN F., Pres., D’Eve- 
lyn & Wadsworth, Inc., 486 Califor- 
nia St., San Francisco. (18) 

*Devery, THOMAS J., Pres. & Megr., 
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The Colony Press, Fourth & Green 
Sts., Philadelphia. (7) 

*“DEVORN, ARTHUR C., Owner, A. C. 
DeVorn & Associates, 2315 Hamil- 
ton Ave., Cleveland. (4) 

De YounG, A., Adv. Mgr., Whiting 
Corp., Harvey, Ill. (2) 

DIETRICH, CARL B., Adv. Mgr., Wag- 
ner Electric Corp., 6400 Plymouth 
Ave., St. Louis. (9) 

DIGHTON, H. G., Ferranti Electric, 
Ltd., Mount Dennis, Toronto 9, Ont., 
Can. (14) 

DISTELHORST, S. D., Adv. Mer., Coch- 
rane Corp., 17th & Allegheny Aves., 
Philadelphia. (7) 

*D1ix, Tom, Contractors & Engineers 
Monthly, 400 W. Madison St., Chi- 
cago. (2) 

Dixon, GeorGE L., Adv. Mgr., Stew- 
art-Warner-Alemite Corp. of Can- 
ada, Ltd., Belleville, Ont., Can. (14) 

Dopps, R. P., Mgr. Adv. & Sales Pro., 


Truscon Steel Co., Albert Street, 
Youngstown. (10) 

Dopce, BENTON, W. S., Adv. Dept., 
Gulf Oil Corp., Gulf Bldg., Pitts- 


burgh. (A) 


DopGE, FLETCHER D., Industrial Coun- 
sellor, American Water Works & 
Elec. Co., 50 Broad St., New York. 
(6) 

DOERING, HENRY G., Adv. & Sales Pro. 
Mgr., Truscon Laboratories, Box 69, 
Milw. Junction P. O., Detroit. (12) 

DOLAN, BERNARD, Adv. Mer., Peter A. 
Frasse & Co., Inc., 17 Grand St., 
New York. (6) 

DONAHUE, J. HOWARD, Sales Mer., 
The Abbott Ball Bearing Company, 
Hartford, Conn. (A) 

DONNAN, A. M., Emil Brisacher & 
Staff, Crocker Bldg., San Francisco. 
(18) 

DONNELLEY, LEE E., Pres., The Lee 
Donnelley Co., 524 Union Commerce 
Bldg., Cleveland. (4) 

Dorsey, T. F., Sales Megr., Fort Pitt 
Steel Casting Co., 2808 Versailles 
Ave., McKeesport, Pa. (8) 

DORWARD, Ray, Sales Megr., Insley 
Mfg. Corp., Olney & E. St. Clair, 
Indianapolis. (A) 

DOSSMANN, JACK, The Craftsman 
Printing Co. 325 E. Central Park- 
way, Cincinnati. (3) 

Downes, H. J., Adv. Mgr., American 
Locomotive Co., 30 Church St., New 
York. (6) 

DOWNING, Haroup S., Walker & 
Downing, Oliver Bldg., Pittsburgh. 
(8) 

DowsetTT, T. H., Adv. Mer., Trane 
Co. of Canada, Ltd., Mowat Ave. 
& King St., W., Toronto, Ont., Can. 
(14) 

DoYLe, W. F., Secretary, The Chat- 
field & Woods Co. of Pa., P. O. Box 
1137, Pittsburgh. (8) 

*DRAUCKER, WILLIAM G., Production 
Mer., Wm. T. Peck & Co., 1315 
Race St., Philadelphia. (7) 

DRAVING, HowarpD, Adv. Mer., Fisher 
Scientific Co., 711-723 Forbes St., 
Pittsburgh. (8) 

*DREYER, HOWARD H., Western Mer., 
Machine Design, 520 N. Michigan 
Ave., Chicago. (2) 

Drusk, M. J., Sales Pro. Mgr., Modine 
Manufacturing Co., Racine, Wis. (5) 

*DUDLEY, JAMES I., Dixie Press, Hag- 
erstown, Md. (16) 











*DUuDLEY, R. L., Pres., Gulf Publishing 
Co., Houston, Tex. (A) 

*DurFr, Epwarp E., Jr., Rep., Mc- 
Graw-Hill Publ. Co., Ine., 1510 
Hanna Bldg., Cleveland. (4) 

Durry, J. R., Asst. Adv. Mgr., Hy- 
grade Sylvania Corp., 60 Boston St., 
Salem, Mass. (1) 

DULWEBER, JOHN, Newport Rolling 
Mill Company, 9th & Lowell Streets, 
Newport, Ky. (3) 

DuMonp, T. C., Adv. Mgr., George 
Gorton Machine Co., 1107 13th St., 
Racine, Wis. (5) 

*DUNMIRE, HAROLD B., Rep., The Tele- 
graph Press, Cameron & Kelker Sts., 
Harrisburg, Pa. (16) 

DuNN, E. R., Adv. Mgr., Bull Dog 
Electric Products Co., 7610 Joseph 
Campau, Detroit. (12) 

DUSINBERRE, HENRY W., Otis Elevator 
Co., 260 Eleventh Ave., New York. 
(6) 

DWELLEY, (MRs.) FERNE PATTISON, 
Adv. Megr., The Tomkins-Johnson 
Co., 617 N. Mechanic St., Jackson, 
Mich. (A) 

*Dyer, R. C., Pres., Southwest Hard- 
ware & Implement Journal, 210 S. 
Poydras St., Dallas, Tex. (A) 


*DYKMAN, Howard, Industrial Photo- 
Engraving Co., Easton, Pa. (11) 


E 


EASTMAN, SAMUEL C., Copy Dir., Do- 
zier - Graham - Eastman Company, 
Stedman Bldg., Whittier, Calif. (A) 

Easton, C. D., Adv. Mgr., The Philip 
Carey Co., Lockland, O. (3) 

EASTON, WILLIAM H., Vice-Pres., Shel- 
don, Morse, Hutchins & Easton, 420 
Lexington Ave., New York. (6) 

*EckKEL, A. R., Chilton Company, Inc., 
239 W. 39th St., New York. (6) 

*Eppy, GLENN H., American Society 
of Mechanical Engineers, 205 W. 
Wacker Dr., Chicago. (2) 

EDGETER, ALFRED H., Adv. Mgr., Plas- 
kon Co., Inc., Toledo. (13) 

*EHMAN, Harry, Dist. Mgr., The 
Heinn Co., 160 N. La Salle St., Chi- 
cago. (2) 

*EICHLER, GEORGE H., Vice-Pres., Pe- 
troleum Equipment, 165 Broadway, 
New York. (6) 

*Evper, E. E., Detroit Mgr., Chilton 
Company, Inc., 1015 Stephenson 
Bldg., Detroit. (12) 

ELEY, Frep C., Sales Eng., Amalga- 
mated Elec. Corp., Ltd., 372 Pape 
Ave., Toronto, Ont., Can. (14) 

ELLERSTON, O. J., Adv. Mgr., Pioneer 
Engineering Works, Inc., 1515 Cen- 
tral Ave., Minneapolis. (A) 

ELLINGWOOD, LLoyD, Mgr. Adv. & Sls. 
Pro., Toledo Scale Co., Toledo. (13) 

E.uiottT, G. A., Vice-Pres., James R. 
Kearney Corp. of Canada, 660 King 
St., W., Toronto, Ont., Can. (14) 

ELuLiotT, Roy D., Gen. Mgr., Elliott 
Advertising Agency, 470 Stuart St., 
Boston. (1) 

ELLIOTT, WALTER E., American Coat- 
ing Mills, Inc., Elkhart, Ind. (A) 
ELLIoTT, W. N., Vice-Pres.-Sales Mer., 
N. Slater Co., Ltd., Hamilton, Ont., 

Can. (14) 

*ELy, Howarp, N. J. Rep., Industrial 
Equipment News, 461 Eighth Ave., 
New York. (11) 

ENGEBRETSON, MARTIN E., Adv. Mer., 
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The » Ones Co., 1403 W. Bruce St., 


Milwaukee. (5) 

ENRIGHT, FRANK J., Dist. Mgr., Met- 
als and Alloys, 1133 Leader Bldg., 
Cleveland. (4) 

ESPIE, ROBERT J., Pres., Espie Print- 
ing Co., Ltd., 331 Adelaide St., W.., 
Toronto, Ont., Can. (14) 

EusTICcE, A. L., Economy Fuse & Mfg. 
Co., 2717 Greenview Ave., Chicago. 
(2) 

EVANS, KEITH J., Adv. Mgr., Joseph 
T. Ryerson & Son, Inc., 2558 W. 16th 
St.; Sales Pro. Mgr., Inland Steel 
Co., 38 S. Dearborn St., Chicago. 
(2) 

EVANS, L. B., Sales Pro. Megr., La 
Salle Steel Co., P. O. Box 6800-A, 
Chicago. (2) 

EvANS, W. H., Pres. & Treas., Evans 
Associates, Inc., 225 N. Michigan 
Ave., Chicago. (2) 

EvANsS, W. H., Asst. Gen’] Mgr., Min- 
neapolis-Honeywell Regulator Co., 
Ltd., 117 Peter St., Toronto, Ont., 
Can. (14) 


EWERHARDT, KARL, Metal Goods Corp., 
5239 Brown Ave., St. Louis. (9) 

*EYLEeR, E. T., Dist. Mgr., Sweet’s 
Catalog Service, 105 W. Adams St., 
Chicago. (2) 

F 

FAHEY, C. A., Sales Pro. Mgr., The 
Milleraft Paper Co., 1927 E. 19th 
St., Cleveland. (4) 

FAHEY, T. W., Caterpillar Tractor Co., 


800 Davis St., San Leandro, Calif. 
(18) 

FAIRBANKS, FRANK B., Sec’y-Treas., 
Horix Manufacturing Co., Corliss 
Station, Pittsburgh. (8) 

FARGAS, HOWARD, The U. S. Stone- 
ware Co., 60 E. 42nd St., New York. 
(6) 

*FARLEY, J. U., Mgr. Marketing & Re- 
search Bureau, Domestic Engineer- 
ing Company, 1900 Prairie Ave., 
Chicago. (2) 

*FARMER, C. R., The Oil and Gas Jour- 
nal, 300 W. Adams St., Chicago. (2) 

FARRAR, J. X., Asst. Sec’y & Adv. 
Mer., The Jeffrey Mfg. Co., Colum- 
bus, O. (A) 

FAUSTER, CARL U., Space Buyer, Unit- 
ed States Advertising Corp., 240 
Huron St., Toledo. (13) 

FEA, HORACE, Adv. Mgr., The Powers 
Regulator Co., 2720 Greenview Ave., 
Chicago. (2) 

*FEDDERY, WILL J., Central Western 
Mgr., Hardware Age, 1836 Euclid 
Ave., Cleveland. (4) 

FEIGEL, ARTHUR J., Sales Pro. Mer., 
Union Special Machine Co., 400 N. 
Franklin St., Chicago. (2) 

FercH, J. O., Globe-Union, Inc., 900 
E. Keefe Ave., Milwaukee. (5) 

FERGUSON, ROBERT C., J. L. Ferguson 
Co., Center & Jasper, Joliet, Ill. (A) 

FEWSMITH, J., Vice-Pres.-Treas., Mel- 
drum and Fewsmith, Inc., 1018 
Leader Bldg., Cleveland. (4) 

FEWSMITH, WILLIAM L., Adv. Mer., 
Robins Conveying Belt Co., 15 Park 
Row, New York. (6) 


Fey, Harry J., Artist, James R. Kear- 
ney Corp., 4224 Clayton Ave., St. 
Louis. (9) 

*FILLMORE, GRANVILLE M., Gardner 
Publications, Inc., 342 Madison Ave., 
New York. (6) 

*FINDLEY, EMERSON, Central Western 
Mer., The Iron Age, 1836 Euclid 
Ave., Cleveland. (4) 

*FINTZE, WILLIAM J., Creative Dir., 
The Lezius-Hiles Co., 1125 Rock- 
well Ave., Cleveland. (4) 

FISCHER, ALFRED, George N. Wallace 
Co., 271 Madison Ave., New York. 
(6) 

*FISCHER, FRANKLYN, Fischer Exhib- 
its, Inc., 120 E. 16th St., New York. 
(6) 

*FISCHER, FREDERICK J., Simmons- 
Boardman Publ. Corp., 30 Church 
St., New York. (7) 

*FIsHER, A. W., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

FISHER, EARL H., Adv. Mgr., Unitcast 
Corp., Box 8—Station E., Toledo. 
(13) 

FISHER, HOWARD L., Vice-Pres., Rick- 
ard & Co., Inc., 330 W. 42nd St., 
New York. (6) 

*FITZGERALD, W. J., The Iron Age, 
428 Park Bldg., Pittsburgh. (8) 
*FITZPATRICK, H. G., Mgr. Chgo. office, 
Gulf Publishing Co., 332 S. Michi- 

gan Ave., Chicago. (2) 

FLATOW, WILLIAM, JR., Adv. Megr., 
West Disinfecting — _ 42- 16 West 
St., Long Island City, N. Y. (6) 

FLETCHER, G. M., pn Mer., The 
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PURCHASING 
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Distributed to Key Executives in 
every operating Paper and Pulp 
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EXCLUSIVE EDUCATIONAL FEATURES 
DRAMATIZED NEWS 


ThE PAPER INDUSTRY 


and PAPER WORLD 
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FRITZ PUBLICATIONS, Inc., 59 E. Van Buren St., Chicago, Ill. 
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Scucor EXecurive 


The school executive’s own magazine 





Do you know— 


that NOW you can blanket 
COLLEGES 

and 

PRIVATE SCHOOLS 

as well as the 

PUBLIC SCHOOL 
MARKET 

through ONE medium? 


—and that this means rich 
new territory for your sales 
cultivation. 


The School Executive 

470 Fourth Ave., New York 
Show me how your SCHOOL 
EQUIPMENT NEWS _ SEC- 


TION blankets both halves of 
the school and college market. 


Name 


Address 














PLATING AND FINISHING 
MEN EVERYWHERE 


read METAL INDUSTRY for 
help on how to do it and where 
to get it. 

The oldest paper in its field, 
the strongest, the authority— 
the only one with all A. B. C. 
mail secured circulation and 
A. B. P. membership. 

For information write METAL 
INDUSTRY, 116 John Street, 
New York. 























NIAA Membership Roster 


Stanley Works, New Britain, Conn. 
(A) 

*FLETCHER, L. C., Vice-Pres., Elec- 
trical Manufacturing, 232 Madison 
Ave., New York. (6) 

FLOYD, CHARLES A., Adv. Mgr., West 
Virginia Coal & Coke Corp., Atlas 
Bank Bldg., Cincinnati. (3) 

Focc, WALTER S., 67 E. Plumstead 
Ave., Lansdowne, Pa. (7) 

FOLTZ, FREDERICK S., Sec’y-Treas., 
Foltz-Wessinger, Inc., 26 W. Orange 
St., Lancaster, Pa. (16) 

*Forp, E. L., Tri-Art Studios, 829 
Broad St., Newark, N. J. (11) 

FORSTER, DONALD, Western Construc- 
tion News, 5809 N. Winthrop Ave., 
Chicago. (2) 

FORSYTHE, ROBERT L., JR., Production 
Mer., Ketchum, MacLeod & Grove, 
Inc., 2000 Koppers Bldg., Pitts- 
burgh. (8) 

FortTey, H. W., Director of Adv., War- 
ner & Swasey Co., 5701 Carnegie 
Ave., Cleveland. (4) 

*“FowLeE, EpwIn D., McGraw-Hill 
Publ. Co., Inc., 1427 Statler Bldg., 
Boston. (1) 

Fox, W. A., Sec’y-Treas., Fox & 
Mackenzie, 1214 Locust St., Phila- 
delphia. (7) 

*FRANK, Fritz J., The Iron Age., 239 
W. 39th St., New York. (6) 

FRANKLIN, W. R., Adv. Mer., J. L. 
Clark Mfg. Co., Rockford, Ill. (A) 

FRANZ, K. W., Mallinckrodt Chemical 
Works, 3600 N. Second St., St. 
Louis. (9) 

*FRASER, GEORGE E., Pres., Fraser 
Publishing Co., 660 St. Catherine 
St., W., Montreal, Que., Can. (17) 

FREDRICK, A. L., Asso. Director, Y. M. 
C. A. Motion Picture Bureau, 347 
Madison Ave., New York. (6) 

FRENCH, O. R., Owner, Oakleigh R. 
French and Associates, 4235 Lindell 
Blvd., St. Louis. (9) 

FRENCH, W. W., Sales Pro. Mer., 
Dodge Mfg. Corp., Mishawaka, Ind. 
(A) 


FREYSTADT, EVERETT M., Pres., E. M. 
Freystadt Asso., Inc., 570 Lexington 
Ave., New York. (6) 

FRIEDMAN, (Miss) IDA S., The McCor- 
mick Co., Inc., 121 S. Negley Ave., 
Pittsburgh. (8) 

FRINK, J. L., Genl. Mgr., Square D 
Co. of Canada, 672 Dupont St., To- 
ronto, Ont., Can. (14) 

Fritts, A. B., Publicity Mgr., Norton 
Co., 1 New Bond Street, Worcester, 
Mass. (1) 

FRYE, GEORGE A., Asst. to Pres., James 
Thomas Chirurg Co., Park Square 
Bldg., Boston. (1) 

*FrYE, WM. G., Thomas Publishing 
Co., 817 Washington Ave., Newport, 
Ky. (3) 

*Fuury, H. A., Sec’y, The E. F. 
Schmidt Company, 341 N. Milwau- 
kee St., Milwaukee. (A) 

FUNNELL, WALTER L., Anaconda Wire 
& Cable Co., 25 Broadway, New 
York. (6) 

*Furry, SCHELL L., National Type- 
setting Co., 914 Pine St., St. Louis. 

(9) 
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* GAILLARD, H. E., Dist. Rep., Mill Sup- 
plies, 1510 Hanna Bidg., Cleveland. 
(4) 

GALILEE, JOHN A. M., Asst. Adv. Mer.., 
Canadian Westinghouse Co., Ltd., 
Hamilton, Ont., Can. (14) 

GARDANIER, P. M., Adv. Mgr., R. G. 
Haskins Co., 615 S. California Ave., 
Chicago. (2 ) 

GARDNER, A. LESLEY, Adv. Mer., Pang- 
born Corporation, Hagerstown, Md. 
(7) 

GARDNER, J. A., Sales Mgr., The Cin- 
cinnati Tool Co., Norwood, Cincin- 
nati. (3) 

“GARDNER, WILLIAM M., Gardner Dis- 
plays Co., 477 Melwood St., Pitts- 
burgh. (8) 

GARRETSON, L. R., Mgr. Adv. Div., 
Leeds & Northrup Company, 4901 
Stenton Ave., Philadelphia. (7) 

GARRISON, R. P., Sales & Adv. Mer., 
Garrison Machine Works, Inc., 13-8 
Norwood Ave., Dayton, O. (A) 

GASSAWAY, NICHOLAS, Adv. Mer., 
Crocker-Wheeler Elec. Mfg. Co., 
Ampere, N. J. (11) 

*GAULEY, E. R., Pres., AGE Publica- 
tions, Ltd., 31 Willcocks St., Toron- 
to, Ont., Can. (14) 

GAUSS, CHESTER A., 728 Whittier St., 
N. W., Washington, D. C. (A) 

GAWTHROP, L. B., Adv. Mer., Electric 
Service Supplies Co., 17th & Cam- 
bria Sts., Philadelphia. (7) 

GAYLORD, E. Terry, Miller Printing 
Machinery Co., 1117 Reedsdale St., 
Pittsburgh. (8) 

GEBHARDT, E. A., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 S. 
Michigan Ave., Chicago. (2) 

GEBHART, WALTER H., Mgr. of Sales, 
Ind. Div., Henry Disston & Sons, 
Inc., Tacony, Philadelphia. (7) 

GEDDES, E. T., Asst. Sales Mgr., The 
Byers Machine Co., Ravenna, O. (4) 

*GEORGE, W. F., Adv. Megr., Chemical 
Industries, 522 Fifth Ave., New 
York. (6) 

GEREKE, EDWARD G., Gereke-Allen 
Carton Co., 17th & Chestnut, St. 
Louis. (9) 

GERHART, FRANK, Asst. Adv. Megr., 
The Champion Paper & Fibre Co., 
Hamilton, O. (3) 

*GESCHELIN, JOSEPH, Detroit Techni- 
eal Editor, Chilton Publications, 
1015 Stephenson Bldg., Detroit. (12) 

GEYER, LINWoopD H., Adv. Div., Inger- 
soll-Rand Co., 11 Broadway, New 
York. (6) 

*GIBSON, Davip B., Brewers Journal, 
431 S. Dearborn St., Chicago. (2) 
GIBSON, ROBERT L., General Electric 
Co., 1 River Rd., Schenectady, N. Y. 

(6) 

*GIBSON, WILLIAM J., Diesel Publica- 
tions, 192 Lexington Ave., New 
York. (6) 

GILBERT, WILLIAM W., Adv. Mer.., 
Watson-Stillman Co., Aldene Road, 
Roselle, N. J. (11) 

*GILCHRIST, ALEX., Gilchrist-Wright, 
Ltd., 70 Pearl St., Toronto, Ont., 
Can. (14) 

GILDART, RALPH S., Adv. Mgr., The 
General Fireproofing Co., Youngs- 
town, O. (10) 

GILEs, ERNEST T., Vice-Pres., Ketch- 
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um, MacLeod & Grove, Inc., 2000 
Koppers Bldg., Pittsburgh. (8) 
GILLEN, GEORGE M., Sales Pro. Mer., 
Lukens Steel Company, 308 Lukens 

Bldg., Coatesville, Pa. (6) 

GituiEs, D. B., Industrial Canada, 
Bank of Hamilton Bldg., Toronto, 
Ont., Can. (14) 

GINGRICH, G. NELSON, Adv. Dept., 
Frick Company, West Main Street, 
Waynesboro, Pa. (16) 

GISCHEL, C. E., Adv. Mgr., Walter 
Kidde & Co., Inc., 140 Cedar St., 
New York. (6) 

GLAZIER, F. S., General Electric Co., 
Russ Bldg., San Francisco. (18) 

GLENZING, W. L., Adv. Megr., Civil 
Engineering, 33 W. 39th St., New 
York. (6) 

GLOECKNER, F. H., Pres., T. A. Win- 
chell & Co., Inc., 1315 Cherry St., 
Philadelphia. (7) 

GLOVER, T. STANLEY, Mgr. Ind. Dept., 
Russell T. Kelley, Ltd., 150 Main 
St., East, Hamilton, Ont., Can. (14) 

GODFREY, J. H., Dir. of Publ., The 
Creamery Package Co., 1243 W. 
Washington Blvd., Chicago. (2) 

Goes, E. J., Adv. Mgr., Koehring Com- 
pany, 3026 W. Concordia Ave., Mil- 
waukee. (5) 

GOESSLING, P. H., Simmons-Sisler 
Co., Ine., 4127 Forest Park Blvd., 
St. Louis. (9) 

GOLD, SAMUEL E., Sec’y, Sales & Adv. 
Mgr., Lignum-Vitae Products Corp. 
and International Balsa Corp., 96- 
100 Boyd Ave., Jersey City, N. J. 
(11) 

GOLDMAN, B. J., Thomas Publishing 
Co., 746 Collingwood, Detroit. (12) 

GOLDMAN, EMANUEL, Pres., Lucerna 
Co., Inc., 17 E. 45th St., New York. 
(6) 

GOLDNER, FRANK C., Pres., S. H. Bur- 
bank & Co., Inc., 147 N. Tenth St., 
Philadelphia. (7) 

GoRTON, GEORGE III, Vice-Pres., 
George Gorton Machine Co., Ra- 
cine, Wis. (5) 

*GOTHE, CHARLES, JR., Prop., Day and 
Night Press, 422 First Ave., Pitts- 
burgh. (8) 

GRAN, JULIAN, Treas., Rickard & Com- 
pany, 330 W. 42nd St., New York. 
(6) 

*“GRANT, FRED, Dist. Mgr., McGraw- 
Hill Publ. Co., Inc., 1510 Hanna 
Bldg., Cleveland. (4) 

Grasty, N. D., Adv. & Sales Pro. Mgr., 
Crown Cork & Seal Co., Eastern 
Ave., Baltimore. (A) 

GRAY, CHARLES M., Chas. M. Gray & 
Asso., 905 Francis Palms Bldg., De- 
troit. (12) 

*GREINER, RALPH C., Mer. Market Re- 
search, McGraw-Hill Publ. Co., Inc., 
1510 Hanna Bldg., Cleveland. (4) 

GRIFFITH, R. S., Gen. Mgr., Swiss 
Electric Co. of Canada, Ltd., 1111 
Beaver Hall Hill, Montreal, Que., 
Can. (17) 

GRIFFITHS, DONALD N., Dominion 
Oxygen Co., Ltd., 159 Bay St., 
Toronto, Ont., Can. (14) 

*GRIFFITHS, GEORGE H., Pres., Hard- 
ware Age, 239 W. 39th St., New 
York. (6) 

*GRINTON, Harry M., Regional Vice- 
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Pres., McGraw-Hill Publ. Co., Inc., 
1510 Hanna Bldg., Cleveland. (4) 
*GROOME, JOHN E., Sales Rep., The 
York Printing Co., York, Pa. (7) 


*GROSE, W. J., Owner, W. J. Grose 
Company. 728 Gulf Bldg., Pitts- 
burgh. (8) 

GROVE, D. CLINTON, Adv. Mer., Blaw- 
Knox Co., P. O. Box 1198, Pitts- 
burgh. (8) 


GRUPELLI, LOGAN D., Ind. Adv. Mer., 
National Oil Products Co., First & 
Essex Sts., Harrison, N. J. (11) 

GUILBERT, GORDON M., Vice-Pres., 
Twin Dise Clutch Co., Racine, Wis. 
(5) 

GULICK, RICHARD,. Space _ Buyer, 
Charles Dallas Reach Co., 58 Park 
Place, Newark, N. J. (11) 

*GUMAER, A. P., Vice-Pres., Textile 
Aae, 381 Fourth Ave., New York. 
(6) 

GUNN, R. E., Asst. Genl. Sales Mer., 
Iron. Fireman Mfg. Co., 3170 W. 
106th St., Cleveland. (4) 


H 


HACKENRBURG. WARREN M.. Ingersoll- 
Rand Co., Phillipsburg, N. J. (11) 


Happock, GERALD T., Atlas Lumnite 
Cement Co., 135 E. 42nd St., New 
York. (6) 

* HAGGARD, 
Company, 1241 
Cleveland. (4) 

*HacstroM, A. G.. Hagstrom Co., Inc., 
20 Vesey St., New York. (6) 

Hacue, DONALD L., Associate Acct. 
Exec.. Fuller & Smith & Ross, Inc., 
1501 Euclid Ave., Cleveland. (4) 

*HALL, WILLIAM T., Westcott & Thom- 
son, 147 N. Tenth St., Philadelphia. 
(7) 

*HAMANN, W. P., New England Rep., 
Time. Inc., 524 Statler Bldg., Bos- 
ton. (1) ‘ 

HAMAR, JAMES L., JrR.. Service Mer., 
Charles W. Hoyt Co., 551 Fifth 
Ave., New York. (11) 

HAMBLY, ALFRED E., Sales Pro. Mer., 
Detroit Belt Lacer Co., 3941-51 A 
St., Detroit. (12) 

*HAMILTON, A. R., Jr., Pres., Granhic 
Colortvne Corp., Point Bldg., Penn 
Ave., Pittsburgh. (8) 

HAMILTON, C. B., Jr., Pres., Hamilton 
Gear & Machine Co., 62-100 Van 
Horne St., Toronto, Ont., Can. (14) 

HAMILTON, Doucias T., Adv. Megr., 
The Fellows Gear Shaper Company, 
78 River St., Springfield, Vt. (A) 

HAMILTON, R. L., Sales Mgr., The 
Dumore Co., 14th & Racine Sts., 
Racine, Wis. (5) 

*HAMMOND, EpWARD K., Western 
Mer., Machinery, 228 N. La Salle 
St. Chicago. (3) 

HANES, RALPH N., Asst. Mgr. Sales 
Pro., Mechanical Goods Division, 
United States Rubber Co., 1790 
Broadway, New York. (11) 

HANForRD (Mrs.), MABEL POTTER, Bus. 
& Trade Media Buyer, Batten, Bar- 
ton, Durstine & Osborn, 383 Madi- 
son Ave., New York. (6) 

HANNA, NorRMAN L., Adv. Dept., The 
Cincinnati Milling Machine Com- 
pany, Cincinnati. (3) 

HANNUM, WILLIAM B., Jr., Adv. Megr., 
American Flange & Mfg. Co., 30 
Rockefeller Plaza, New York. (6) 


The Brooks 


Ave., 


BARTON J., 
Superior 








Contractors «:./ 





Engineers Monthly 


An Oregon Highway Engineer writes— 
“My Contractors usually grab all is- 
sues as soon as I read them.” 


What Better Proof that 
CONTRACTORS and 
ENGINEERS MONTHLY 


is closely followed by even more than 


28,000 


contractors and construction officials 
who receive the publication each 
month. 


Your Advertising in 
CONTRACTORS and 
ENGINEERS MONTHLY, 
whether 2 inches, this size, or a 7x10 
plate, is guaranteed position along- 
side reading matter—a definite plus 
in display value that furthers inquiry 
responses from our 


28,000 


READERS IN THE CIVIL 
ENGINEERING CONSTRUCTION FIELD 


CCA 


CONTRACTORS and ENGINEERS MONTHLY 
The National Business Paper of the Construction Industry 
470 FOURTH AVE. NEW YORK 
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inthe BLUE BOOK 


Over 26,000 circulation—read by over 100,000 
key men in the Machine Tool Field (Survey shows 
average of over 442 readers per copy.) 

76.6% of readers consult the BLUE BOOK be- 
fore purchasing. (Proved by survey.) 

Guaranteed, up-to-date mailing lists assure best 
possible audience. 

An editorial policy that provides informative, con- 
cise material keyed to the needs of the Industry. 

The combination of all these BLUE BOOK ad- 
vantages is the platform on which your advertising pro- 
gram should be built. Send for rate card and details. 


hesitate eae ee 


508 S. Dearborn St., Chicago, Ill. 
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"HANSEN, D. J., Traffic World, 418 So. 
Market St., Chicago. (2) 

HANSEN, G. A., Sales Pro. & Adv. 
Mgr., Steel Sales Corp., 129 S. Jef- 
ferson St., Chicago. (2) 

HANSON, HERBERT R., Adv. Mer., The 
Pfaudler Co., 89 East Ave., Kocnes- 
ter, N. Y. (A) 

*HANYON, C. D., Whitaker-Rueh] En- 
graving Co., 922 Pine St., St. Louis. 
(9) 

Happ, Peter C., Adv. Mgr., National 
Can Corp., 110 E. 42nd St., New 
York. (6) 

HARD, ALFRED B., Denham & Com- 
pany, 1036 Book Bldg., Detroit. (12) 

Harp, Roy J., Dist. Mgr., Sweet’s 
Catalog Service, 607 Shelby St., 
Detroit. (12) 

HARDIN, C. L., Asst. Sec’y, Toledo 
Chamber of Commerce, Toledo. (13) 

HARMON, Ropert L., Pres., Evans, 
Nye & Harmon, Inc., 440 Fourth 
Ave., New York. (6) 

*HARN, O. C., Managing Dir. Audit 
Bureau of Circulations, 165 W. 
Wacker Dr., Chicago. (6) 

HARRIS, ERNEST, Canadian Liquid Air 
Co., Ltd., 1111 Beaver Hall Hill, 
Montreal, Que., Can. (17) 

HARRISON, RICHARD, Asst. Adv. Mer., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 

HART, THOMAS, Asst. Sec’y, Jeffrey 
Mfg. Co., Ltd., 300 St. Patrick St., 
Montreal, Que., Can. (17) 

*HART, W. B., Adv. Mer., Modern 
Power & Engineering, 481 Univer- 
sity Ave., Toronto, Ont., Can. (14) 

HART, WILLIAM M., Pres., W. M. Hart 
Company, 25 N. Duke St., York, Pa. 
(16) 

“HARTWIG, WALTER, Pres., Hartwig 
Studios, Inc., 1116 N. Fourth St., 
Milwaukee. (A) 

HASTINGS, Lewis, Adv. Mer., The 
Heald Machine Co., New Bond St., 
Worcester, Mass. (1) 

HATCH, GEORGE E., G. E. Hatch Ad- 
vertising, 10 E. 40th St., New York. 
(6) 

*HAVER, WILSON E., Charge of Sales, 
The Recorder Press, 510 Watchung 
Ave., Plainfield, N. J. (11) 

*HAYES, JAMES R., Adv. Rep., susi- 
ness Week, 330 W. 42nd St., New 
York. (6) 

HAYES, RICHARD S., The Okonite Com- 
pany, Passaic, N. J. (11) 

HAYES, WILLIAM M., Air Reduction 
Sales Co., 7991 Hartwick, Detroit. 
(12) 

“HAYNES, BRADLEY, Brad. Haynes, 
Illustrator, 26 W. Orange St., Lan- 
caster, Pa. (16) 

“HAYNES, ELDRIDGE, Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

“Hays, GEORGE O., Vice-Pres., The 
Penton Publishing Co., 1213 W. 
Third St., Cleveland. (4) 

*HAZELTON, L. C., Business Megr., Ca- 
nadian Mining & Metallurgical Bul- 
letin, 1117 St. Catherine St., W., 
Montreal, Que., Can. (17) 

HEARN, Davip A., Oakite Products, 
Inc., 22 Thames St., New York. (6) 

HEIsSeR, C. D., Adv. Megr., Micro- 

Westco, Inc., 2117 State St., Betten- 

dorf, Iowa. (A) 
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HEITKAMP, FREDERICK B., American 
Type Founders, Inc., 200 Elmora 
Ave., Elizabeth, N. J. (6) 

*“HEITKAMP, Howarp S., Jr., Dist. 
Megr., McGraw-Hill Publ. Co., Inc., 
General Motors Bldg., Detroit. (12) 

*HEITKAMP, L. F., Paramount En- 
graving Co., 1808 Washington Blvd., 
St. Louis. (9) 

HELLER, ROBERT F., Treas., Beaumont, 
Heller & Sperling, Inc., 121 N. 
Eighth St., Reading, Pa. (7) 

HELLING, H. F., Jr., Adv. Mer., 
Mathews Conveyer Company, 10th 
St., Ellwood City, Pa. (8) 

HENDERSON, KENNETH, The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 

HENDERSON, W. J., Acct. Exec., L. W. 
Ramsey Company, 430 Union Bank 
Bldg., Davenport, Iowa. (A) 

“HENDRICKS, OLIVER G., Vice-Pres., 
Thomas Publishing Co., 461 Eighth 
Ave., New York. (6) 

HENLINE, CARL A., Sales Pro. Mer., 
Boston Gear Works, Inc., 14 Hay- 
ward St., North Quincy, Mass. (1) 

HENNEBERGER, M. B., Adv. Mgr., Lan- 
dis Machine Co., Inc., 5th & Church 
Sts., Waynesboro, Pa. (16) 

“HENRY, JOHN, Adv. Megr., New 
Equipment Digest, 1213 W. Third 
St., Cleveland. (4) 

HERINGTON, C. E., Adv. Mgr., Meehan- 
ite Research Institute of America, 
Inc., 311 Ross St., Pittsburgh. (8) 

HERMAN, LEWIS, Pres., Herman & 
Company, 4400 Market St., Youngs- 
town, O. (A) 

HERSHEY, JACK, Asst. Adv. Dir., Day- 
ton Rubber Mfg. Co., Dayton, O. (A) 

*HEwITT, W. H., Vice-Pres., National 
Business Publications, Ltd., 137 
Wellington St., W., Toronto 2, Ont., 
Can.- (14) 

HeExT, R. G., Adv. Megr., Littleford 
Brothers, 453 E. Pearl St., Cincin- 
nati. (3) 

HICKERSON, J. M., Pres., J. M. Hick- 
erson, Inc., 480 Lexington Ave., New 
York. (6) 

Hicks, L. B., Canadian General Elec- 
tric Co., Ltd., 212 King St., W., To- 
ronto, Ont., Can. (14) 

*HicKs, MARVIN D., Eastern Adv. 
Mer., Advertising Age, 330 W. 42nd 
St., New York. (6) 

*HIGGINS, CALEB, Barton Press, Inc., 
138 Washington St., Newark, N. J. 
(11) 

*HILDRETH, JOSEPH S., Vice-Pres., 
Chilton Company, Inc., 56th & Chest- 
nut Sts., Philadelphia. (7) 

*HILu, T. W., Editor, Electrical News 
& Engineering, 347 Adelaide St., W., 
Toronto, Ont., Can. (14) 

HINTERLEITNER, ERNEST J., Tech. Dir., 
Magnuson Products Corp., 55-57 
Third St., Brooklyn. (6) 

HIRSCHBERG, C. A., Worthington 
Pump & Mchy. Corp., Harrison, 
N. J. (6) 

Hopepon, Lester I., Asst. to Adv. 
Megr., Pneumatic Scale Corp., Ltd., 
Newport Ave., Norfolk Downs, 
Mass. (1) 

*HOFFMAN, WARREN, New Engiand 
Rep., Hitchcock Publ. Co., 207 Main 
St., Cromwell, Conn. (1) 

HoGAN, JOHN F., Hazard Advertising 
Corp., 295 Madison Ave., New York. 
(6 ) 
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HOHMAN, A. E., Asst. Adv. Megr., 
Blaw-Knox Co., P. O. Box 1198, 
Pittsburgh. (8) 

HOLDREN, EARL B., Adv. Megr., Pitts- 
burgh Reflector Co., 403 Oliver 
Bldg., Pittsburgh. (8) 

HOLL, Juuius S., Adv. Mgr., Link-Belt 
Company, 307 N. Michigan Ave., 
Chicago. (2) 

HOLT, GEORGE R., W. F. & John Barnes 
Co., 301 S. Water St., Rockford, Il. 
(A) 

HOLYOKE, DouGLas, Adv. Mgr., U. S. 
Hoffman Machinery Corp., 105 
Fourth Ave., New York. (6) 

*HooKer, G. C., Thomas Publishing 
Co., 20 W. Jackson Blvd., Chicago. 
(2) 

Hooper, VAN B., Adv. Mgr., The Louis 
Allis Co., 427 E. Stewart St., Mil- 
waukee. (5) 

Hopkins, J. R., Advertising Agent, 
113-25 N. Green St., Chicago. (A) 

*HopperR, SCHUYLER, Adv. Mgr., The 
Associated Business Papers, Inc., 
369 Lexington Ave., New York. (6) 

*Horn, A. NELSON, Pres.-Gen'l Megr., 
Horn, Crone, Horn, Inc., Cor. Pine 
& Boundary Ave., York, Pa. (16) 

HORNER, LEONARD S., Ind. Advisor, 
Economic and Industrial Surveys, 
870 Prospect St., New Haven, Conn. 
(A) 

*HORNING, M. T., Reg’l Adv. Rep., 
Daily Commercial News & Bldg. 
Record, 1253 Magill College Ave., 
Montreal, Que., Can. (17) 

*HOTTENSTEIN, H. K., Western Megr., 
The Iron Age, 10 S. La Salle St., 
Chicago. (2) 

HouGH, MARSHALL L., Vice-Pres., Dar- 
ling Valve & Mfg. Co., Williams- 
port, Pa. (A) 

*HOoUGHTON, ALFRED J., Eastern Sales 
Rep., Case-Shepperd-Mann Publ. 
Co., 24 W. 40th St., New York. (6) 

Houston, H. A., Adv. Mgr., A. B. 
Chance Co., N. Allen St., Centralia, 
Mo. (A) 

Howarp, C. C., Pass. Traf. Mgr., Erie 
Railroad, Midland Bldg., Cleveland. 
(4) 

HowEL., E. C., Adv. Mgr., Carboloy 
Company, Inc., P. O. Box 239, R. Pk. 
Annex, Detroit. (12) 

*Howes, A. P., Pres., Howes Publish- 
ing Co., 440 4th Ave., New York. 
(6) 

How .ett, R. B., Adv. Mgr., Macklin 
Company, Jackson, Mich. (12) 

Hoyt, P. A., Exec. Vice-Pres., Oliver 
United Filters, Inc., 2900 Glascock 
St., San Francisco. (18) 

*HuBBARD, Puiuip H., Vice-Pres., 
Reinhold Publishing Corp., 330 W. 
42nd St., New York. (6) 

*Hupson, THOMAS S., Electrical Pub- 
lications, Inc., 360 N. Michigan 
Ave., Chicago. (6) 

HUFFMAN, GEORGE R., Adv. Mgr., R. 
G. Le Tourneau, Inc., Peoria, IIl. 
(A) 

*HUFFMAN, JULIUS, Kaufmann & Fa- 
bry Co., 425 S. Wabash Ave., Chi- 
cago. (2) 

Hucues, F. A., Pres., Hughes, Wolff 
& Co., 328 E. Main St., Rochester, 
N. Y. (A) 

HuGHEs, RussELL R., Adv. Mgr., The 
Buda Co., Harvey, Ill. (2) 

HuME, PuIL, Vice-Pres., The Keelor 
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& Stites Co., Carew Tower, Cin- 
cinnati. (3) 

Hunt, I. A., Mgr. Sales & Adv. Dept., 
Federal Products Corp., 1144 Eddy 
St., Providence, R. I. (1) 

HuNT, JAY J., Whitlock Press, Inc., 
18 Montgomery St., Middletown, 
New York. (6) 


HUTCHINS, F. IRVING, Vice-Pres., 
Hutchins Advertising Co., Inc., 42 
East Ave., Rochester, N. Y. (A) 
HuTTON, EDWARD T., Sales Mer., 
Temple Art Studios, Inc., 541 Wood 
St., Pittsburgh. (8) 

HUTTON, W. W., Adv. Mer., Interna- 
tional Filter Co., 325 W. 25th PIl., 
Chicago. (2) 


I 


IMES, OLIVER S., Adv. Mgr., Century 
Electric Co., 1806 Pine St., St. Louis. 
(9) 

‘IRISH, W. E., Thomas Publishing Co., 
461 Eighth Ave., New York. (6) 
IRONS, VOLNEY, Director, The Benison 
Co., Ltd., 316 Royal Bank Bldg., 

Vancouver, B. C., Can. (A) 
IRVINE, R. H., Thomas Publishing Co., 
20 W. Jackson Blvd., Chicago. (2) 


J 


JAAP, HARRY C., Secretary, Jaap-Orr 
Co., American Bldg., Cincinnati. (3) 

*JACKLIN, T. W., Director of Adv., 
Hugh C. MacLean Publications, 
Ltd., 347 Adelaide St., W., Toronto, 
Ont., Can. (14) 

JACKSON, D. H., Sales Megr., Croll- 
Reynolds Engineering Co., Inc., 17 
John St., New York. (6) 

*JAENKE, RUSSELL C., Central West- 
ern Mgr., Steel, 1213 W. Third St., 
Cleveland. (4) 

JARVIS, A., Norris-Patterson, Ltd., 105 
Bond St., Toronto, Ont., Can. (14) 
JASPER, S. H., Pittsburgh Mgr., The 
Penton Publishing Co., 1800 Kop- 

pers Bldg., Pittsburgh. (8) 

JENKINS, DONALD E., Lighting Div., 
Westinghouse Elec. & Mfg. Co., 1216 
W. 58th St., Cleveland. (4) 

JENKINS, ROBERT M., Smith, Hoffman 
& Smith, Inc., 323 Fourth Ave., 
Pittsburgh. (8) 

JENKINS, WILLIAM, William Jenkins 
Advertising Agencies, 220 S. 16th 
St., Philadelphia. (7) 

JENNINGS, A. E., Gen’l Mgr., The 
Canadian Engineer, 341 Church St., 
Toronto, Ont., Can. (14) 

JEWELL, JAMES M., Adv. Mgr., Reeves 
Pulley Co., Columbus, Ind. (15) 

JOHNSON, ASHMORE C., Vice-Pres., 
Downington Iron Works, Inc., Wal- 
lace Ave., Downington, Pa. (7) 

JOHNSON, ELLiott G., Adv. Mer., 
Homestead Valve Mfg. Co., P.O. 
Box 348, Coraopolis, Pa. (8) 

JOHNSON, FRANKLIN H., Vice-Pres., 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

JOHNSON, GROVER J., Fidelity Bldg., 
Cleveland. (4) 

*JOHNSTON, FRED G., Publisher, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (A) 

*JOHNSTON, CARL T., V. P. & Mer., 
Johnston & Johnston, Inc., 1203 
Western Ave., Pittsburgh. (8) 

*JoLy, Davip C., Adv. Mgr., Western 
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Construction News, 333 Kearny St., 
San Francisco. (18) 

JONES, F. D., Republic Steel Corp., 
3100 E. 45th St., Cleveland. (4) 


JONES, RALPH C., Humbert & Jones, 
228 E. 45th St., New York. (6) 

JONES, RALPH M., Adv. Mgr., Railway 
& Industrial Engineering Co., P. O. 
Box 98, Greensburg, Pa. (8) 

*JUDGE, JACK M., Owner, Judge Stu- 
dio, 309 Rochelle St., Pittsburgh. 
(8) 

JUNKIN, M. P., Adv. Megr., National 
Metal Edge Box Co., 340 No. 12th 
St., Philadelphia. (7) 

K 


*KAISER, J. M., Art-Crafts Engraving 
Company, 704 Sycamore St., Cin- 
cinnati. (3) 

KALBFus, C. W., Adv. Megr., Elliott 
Co., Jeannette, Pa. (8) 

KALSEM, PALMER, Adv. Dept., Alumi- 
num Co. of America, Pittsburgh. 
(8) 

*KALTENBORN, A. L., Reliance Engrav- 
ing Co., Arrot Power Bldg. No. 1, 
Barker PIl., Pittsburgh. (8) 

KAY, DELBERT, Adv. Mgr., Nordberg 
Mfg. Co., 3073 S. Chase, Milwaukee. 
(5) 

KAyYEs, H. A., Sales Pro. Mgr., Cana- 
dian Johns-Manville Co., Ltd., To- 
ronto 6, Ont., Can. (14) 

KEARNEY, JAMES R., JR., Exec. Vice- 
Pres., J. R. Kearney Corp., 4224 
Clayton Ave., St. Louis. (9) 

KEENE, ALBERT R., Adv. Mgr., Pneu- 
matic Seale Corp., Ltd.; Newport 
Ave., Norfolk Downs, Mass. (1) 

KEENE, HARRY A., Pub. & Pro. Mgr., 
Grinnell Company, Inc., 260 W. Ex- 
change St., Providence, R. I. (1) 

KEIGHTLEY, B. W., Adv. Dir., Cana- 
dian Industries, Ltd., C. I. L. House, 
Montreal, Que., Can. (17) 

KELLENBERGER, K. E., Adv. Megr., 
Union Switch & Signal Company, 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

KELLER, GEORGE W., Pres., Geo. W. 
Keller Co., 1528 Walnut St., Phila- 
delphia. (7) 

KELLER, S. T., Adv. Mgr., The Park- 
ersburg Rig & Reel Co., Parkers- 
burg, W. Va. (A) 

KELLEY, D. W., Div. Adv. Mgr., Cana- 
dian Industries, Ltd., C. I. L. House, 
Montreal, Que., Can. (17) 

KELLEY, ROLAND P., Adv. Mgr., The 
Timken Roller Bearing Co., Can- 
ton, O. (A) 

KELLOGG, R. G., Genl. Adv. Megr., 
Square D Company, 710 S. Third 
St., Milwaukee. (5) 

*KELLY, JAMES D., Iron & Steel Engi- 
neer, 1010 Empire Bldg., Pitts- 
burgh. (8) 

KELLY, JOHN F., Asst. Adv. Megr., 
Link-Belt Company, 307 N. Michi- 
gan Ave., Chicago. (2) 

KEMNITZ, GRANT H., Line Material 
Co., South Milwaukee, Wis. (5) 

KEMPNER, HENRY, Peterson & Kemp- 
ner, Inc., 421 Seventh Ave., New 
York. (6) 

KENNEDY, EDMUND D., Copperweld 
Steel Company, Glassport, Pa. (8) 
*KENNEDY, W. E., Mer., American 
Machinist and Product Engineering, 
330 W. 42nd St., New York. (6) 
*KENNEY, J. F., Vice-Pres., Com- 


pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

KENYON, Howarp K., Acct. Exec., 
Howard Swink Advertising Agency, 
336 E. Church St., Marion, O. (A) 

KERNS, F. C., The Texas Co., 135 E. 
42nd St., New York. (6) 

KERRICK, L. C., Dir. of Pub., Surface 
Combustion Corp., 2375 Dorr St., 
Toledo, O. (13) 

*KERSHAW, JOHN A., Eastern Rep., 
Power Plant Engineering, 171 Mad- 
ison Ave., New York. (6) 

*KETTELL, ELMER, Printers’ Ink Pub- 
lishing Co., 185 Madison Ave., New 
York. (6) 

KEYLER, F., Vice-Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave., 
New York. (6) 

KIDDE, JOHN F., Treas., Walter Kidde 
& Co., 140 Cedar St., New York. (6) 

*KINDIG, T. P., McGraw-Hill Publ. 
Co., Inc., 1510 Hanna Bldg., Cleve- 
land. (4) 

*KING, ARTHUR F., Pres., Western 
Construction News, 333 Kearny St., 
San Francisco. (18) 

*KING, GERALD, Asst. Mng. Director, 
The Louis Cassier Co., Ltd., 22 Hen- 
rietta St., London, W.C.2, England. 
(A) 

*KING, Moses, Dist. Mgr., Sweet’s 
Catalog Service, 321 Hanna Bldg., 
Cleveland. (4) 

Kinc, P. M., Gen. Mgr. of Sales, 
Worth Steel Co., Claymont, Del. (7) 

KING, RICHARD E., Adv. Mgr., Crystal 
Tissue Co., Middletown, O. (3) 

KING, S. BOWLES, Asst. Sec’y, Under- 
writers’ Laboratories, Inc., 207 E. 
Ohio St., Chicago. (2) 

KING, WALLACE W., Pres., Wallace W. 
King Adv. Agency, 652 Clifton 
Ave., Clifton, N. J. (11) 

*KING, W. HEYBURN, Rep., Buchan 
Loose Leaf Records Co., 726 Cham- 
ber of Commerce Bldg., Boston. (1) 

KISTENMACHER, C. F., J. R. Kearney 
Corp., 4224 Clayton Ave., St. Louis. 
(9) 

Kapp, FRANK O., Adv. Mgr., Master 
Builders Co., 7016 Euclid Ave., 
Cleveland (4) 

KLEIN, HERMAN L., Cincinnati Milling 
Machine Company, Cincinnati. (3) 
*KLINE, HOMER B., Vice-Pres., The 
Eddy Press Corp., 7525 Kensington 

St., Pittsburgh. (8) 

KLITTEN, MARTIN R., Acct. Exec., The 
McCarty Co., 1206 Maple Ave., Los 
Angeles. (A) 

KuiotH, Harotp W., Adv. Megr., Diehl 
Mfg. Co., 80 Trumbull St., Eliza- 
bethport, N. J. (11) 

KNISELY, STANLEY A., Dir. of Adv., 
Republic Steel Corp. & Subsidiaries, 
3100 E. 45th St., Cleveland. (4) 

KosBE, PHILIP, 19 W. 44th St., New 
York. (6) 

*KocH, FREDERICK C., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

Kocn, R. J., Adv. Mgr., Morse Chain 
Co., Ithaca, N. Y. (A) 

KOEHLER, ARTHUR, Asst. Sales Megr., 
Frank Adam Electric Co., 3650 
Windsor Place, St. Louis. (9) 

Koun, A. J., Pres., The Schauer Ma- 
chine Co., 2060 Reading Road, Cin- 
cinnati. (3) 

KomstTHorFr, Rocer §S. 3rd., Consult- 
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ant, R. S. K. 3, Chemical Marketing, 
52 E. 41st St., Chemist’s Club, New 
York. (6) 

Kopr, Eutmer J., Adv. Div., Republic 
Steel Corp., 3100 E. 45th St., Cleve- 
land. (4) 

KoretTz, SEYMOUR, Pres., Koretz, Ko- 
pel, Ideas, Inc., 899 Broad St., New- 
ark, N. J. (11) 

KorTKaAmp, W. R., Adv. Mer., Dill & 
Collins Co., Richmond & Tioga Sts., 
Philadelphia. (7) 

KRAHNEN, E., Owner, E. Krahnen, In- 
dustrial Advertising, 61 Hohenstau- 
fen-Ring, Cologne Rhine, Germany. 
(A) 

KREIE, RUSSELL R., Asst. Adv. Mgr., 
Magnus Chemical Co., Inc., South 
Ave., Garwood, N. J. (11) 

Kress, JutiIus C., McGraw & Phil- 
lips, Ine., 318 W. 39th St., New 
York. (6) 

*“KREUTZBERG, EMIL W., The Penton 
Publishing Co., 110 E. 42nd St., 
New York. (6) 

KROHN, G. H., Adv. Mer., Globe Steel 
Tubes Co.,. 3839 W. Burnham St., 
Milwaukee. (5) 

KROMNACKER, E. E., St. Louis Mer., 
Arthur R. Mogge, Inc., 1626 Arcade 
Bldg., St. Louis. (9) 

KUESTER, JAMES G., Adv. Mer., Read 
Machinery Co., York, Pa. (16) 

KUHBACH, GEORGE J., Adv. Dept., 
Union Switch & Signal Company, 
1789-1807 Braddeck Ave., Swiss- 
vale, Pa. (8) 

Kurtz, G. P., G. M. Basford Co., 422 
Leader Bldg., Cleveland. (4) 


L 

LACKENS, FREDERIC I., Adv. Megr., The 
Hays Corp., Michigan City, Ind. (2) 

LA CROIX, FREDERIC W., 647 W. Vir- 
ginia St., Milwaukee. (A) 

LAILE, FErRD A., Sec’y, Newark Print- 
ing Co., 23 Orange St., Newark, N. 
J. (11) 

LAING, EDWARD, Eastern Sales Pro. 
Mer., Westinghouse Elec. & Mfg. 
Co., 150 Broadway, New York. (6) 

LAND, GEORGE E., The Printing Press, 
924 Penn Ave., Pittsburgh. (8) 

LANG, G. MILLARD, Adv. Dept., Na- 
tional Vulcanized Fibre Co., Mary- 
land Ave. & Beech St., Wilmington, 
Del. (A) 

“LANGDON, PALMER H., Metal Indus- 
try, 116 John St., New York. (6). 
LANGE, FREDERICK, Adv. Mgr., Wilson 

Mechanical Instrument Co., Ince., 
383 Concord Ave., New York. (6) 

LANGER, R. A., Secretary, American 
Metal Market, 111 John St., New 
York. (6) 

*LAPHAM, CLAUDE R., Printing Plate 
Craftsmen, 725 S. Bierman St., 
York, Pa. (16) 

LARSEN, C. H., Asst. Adv. Megr., Os- 
born Mfg. Co., 5401 Hamilton Ave., 
Cleveland. (4) 

LARSEN, HAROLD, International Nickel 
Co., Inc., 67 Wall St., New York. 
(6) 

LARSON, C. A., Publishers’ Rep., 254 
W. 31st St., New York. (6) 

LASK, FREDERICK, Adv. Mgr., Amer. 
Society of Mechanical Engineers, 29 
W. 39th St., New York. (6) 

"LAWALL, FREDERICK C., Vice-Pres.., 
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Typographic Service, Inc., 914 Wal- 
nut St., Philadelphia. (7) 

LAWLEssS, I. C., Pub. Dir., The Bridge- 
port Machine Company, 600 E. 35th 
St., Wichita, Kans. (A) 

LAWRENCE, G. W., Pres., Sangamo Co., 
Ltd., 138 George St., Toronto, Ont., 
Can. (14) 

LAWSON, Epwarp S., Adv. Mgr., The 
Foxboro Company, Neponset Ave., 
Foxboro, Mass. (1) 

*LEASON, EpwIn E., Sales Mer., D. R. 
Mailing Service (Div. of Dickie- 
Raymond, Inc.), 80 Broad St., Bos- 
ton. (1) 

LEAVENWORTH, RALPH, Vice - Pres., 
Fuller & Smith & Ross, Inc., 1501 
Euclid Ave., Cleveland. (4) 

LEBLANG, MACK, Genl. Mgr., Hazard 
Advertising Corp., 295 Madison 
Ave., New York. (6) 

LEDWITH, A. B., Jr., Union Switch & 
Signal Company, 1789-1807 Brad- 
dock Ave., Swissvale, Pa. (8) 

LEECH, WILLOUGHBY S., Vice-Pres., G. 
M. Basford Co., 422 Leader Bldg., 
Cleveland. (4) 

*LEHLEITNER, G. J., Vice-Pres., Com- 
mercial Letter, Inc., 1209 Washing- 
ton Ave., St. Louis. (9) 

LENHARD, A. E., Adv. Megr., The 
American Foundry Equipment Co., 
400 S. Byrkit St., Mishawaka, Ind. 
(A) 

*LEONARD, H. E., Asst. Adv. Megr., 
The Iron Age, 239 W. 39th St., New 
York. (11) 

LeEpPIEZ, A. J., Adv. Megr., Building 
Products, Ltd., P. O. Box 6063, 
Montreal, Que.. Can. (17) 

LERMER, CARL E., Sales Pro. Mer., 
The Union Paper & Twine Co., 116 
St. Clair Ave., N.W., Cleveland. (4) 

LETZINGER, P. E., Vice-Pres. Chg. 
Sales, Cummins Engine Co., Colum- 
bus, Ind. (15) 

LEWELLEN, ©. A., Sec’y., Lewellen 
Mfg. Co., Columbus, Ind. (15) 

LEWIs, ARTHUR F., Adv. Megr., Sim- 
plex Wire & Cable Co., 79 Sidney 
St., Cambridge, Mass. (1) 

*LEWIS, PEIRCE, The Iron Age, 7310 
Woodward Ave., Detroit. (12) 

L’HOMMEDIEU, E. B., Marts & Lundy, 
Inc., 521 Fifth Ave., New York. (6) 

LIGGETT, CARR, Pres., Carr Liggett, 
Advertising, 1605 NBC Bldg., Cleve- 
land. (4) 

LINDHOLM, CLIFFORD F., Pres., Fal- 
strom Company, Main Ave. & D.L. 
& W.R.R., Passaic, N. J. (11) 

*LINDQUIST, ALBERT E., Vice-Pres., 
Robbins Publ. Co., Inc., 9 E. 38th 
St., New York. (6) 

LINDSEY, W. D., Vice-Pres., The Al- 
bert Kircher Co., 12 S. 12th St., 
Philadelphia. (7) 

LINNE, PuHILip, Adv. Megr., Owens- 
Corning Fiberglas Corp., Second 
National Bank Bldg., Toledo. (13) 

LITTLE, GEORGE A., Alley & Richards 
Co., 370 Lexington Ave., New York. 
(6) 

*LITTLE, T. B., Eastern Mer., Steel 
Publications, Inc., 509 Fifth Ave., 
New York. (6) 

Lioyp, Rospert L., International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

LoperG, Harry J., Ass’t. Prof., Sibley 
College, Cornell University, Ithaca, 
N. Y. (A) 





LOGAN, W. HuME, JR., Adv. Mer., 
Logan Co., 1115 Franklin St., Louis- 
ville, Ky. (A) 

LONERGAN, GEORGE P., Mgr. Sales Pro. 
Dept., The Bristol Company, Water- 
bury, Conn. (6) 

Loomis, A. W., Div. Adv. Megr., Inger- 
soll-Rand Co., Phillipsburg, N. J. 
(11) 

Loupon, H. A., Adv. Mgr., Blanchard 
Machine Co., Cambridge, Mass. (1) 

LoutH, M. E., Advertising Service, 
Inc., Kokomo, Ind. (15) 

*LoveE, JOHN L., Editor, Marketing, 
119 York St., Toronto, Ont., Can. 
(14) 

LOVEKIN, R. E., Pres., R. E. Lovekin 
Corporation, Schaff Bldg., 1505 Race 
St., Philadelphia, Pa. (7) 

*Lowr, H. BurTON, Reinhold Publ. 
Corp., 330 W. 42nd St., New York. 
(6) 

Luck, CHARLES R., Peerless Cement 
Corp., Free Press Bldg., Detroit. 
(12) 

Luna, E. F., Adv. Mgr., Anaconda 
Wire & Cable Co., 25 Broadway, 
New York. (6) 

LUND, R. G., Asst. Adv. Mgr., The 
Austin-Western Road Machinery 
Co., Aurora, Ill. (2) 

*LUND, RICHARD J., Editor, Mining 
Congress Journal, Munsey Bldg., 
Washington, D. C. (A) 

LYDIARD, KEITH B., Acct. Exec., Fred 
Glen Small, 71 W. 35th St., New 
York. (6) 

*Lypic, Forrest C., The Alling & 
Cory Co., Box 1407, Pittsburgh. (8) 

LYMAN, F. A., Acct. Exec., Fuller & 
Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 


M 


MacLeEop, KENNETH O., Acct. Exec., 
Ronalds Advertising Agency, Ltd., 
701 Keefer Bldg., Montreal, Que., 
Can. (17) 

*MacLeop, Myron, Adv. Mer., The 
American City Magazine, 470 
Fourth Ave., New York. (6) 

MACPHERSON, MALCOLM, Adv. Mer., 
The Alvey-Ferguson Co., 71 Disney 
St., Oakley, Cincinnati. (3) 

McCuureE, VINTON H., Pres., W. S. 
Hill Co., 323 Fourth Ave., Pitts- 
burgh. (8) 

McCRIMMON, DONALD, Pub. Mgr., C. 
A. Dunham Co., Ltd., 1523 Daven- 
port Road, Toronto, Ont., Can. (14) 

McCroskey, D. W., Customer Div., 
General Electric Co., 1 River Road, 
Schenectady, N. Y. (7) 

McCu.t.oucu, P. K., Adv. Mgr., Mer- 
cury Manufacturing Company, 4044 
S. Halsted St., Chicago. (2) 

McDANIEL, R. B., Westinghouse Elec. 
& Mfg. Co., 306 Fourth Ave., Pitts- 
burgh. (8) 

McDona.p, H. E., Adv. Mgr., James 
H. Matthews & Co., 3942 Forbes St., 
Pittsburgh. (8) 

McDONALD, JosEPH N., Anaconda 
Copper Mining Co., 25 Broadway, 
New York. (6) 

McDonouGH, CHARLES, Adv. Megr., 
Combustion Engineering Co., Inc., 
200 Madison Ave., New York. (6) 

McEwen, J. G., Anfenger Adv. 
Agency, Inc., 1706 Olive St., St. 
Louis. (9) 
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McEWEN, W. R., Adv. Mer., Cherry- 
Burrell Corp., 427 W. Randolph St., 
Chicago. (2) 

MCFARLAND, J. B., Pub. Dept., U. S. 
Pipe and Foundry Co., Burlington, 
N. J. (7) 

McFEE, WILLIAM E., Director, Copy 
& Plans, The American Rolling Mill 
Company, Curtis St., Middletown, 
O. (3) 

McGraw, A. F., Adv. Mer., Tractor 
Equipment Div., Allis-Chalmers 
Mfg. Co., Milwaukee. (5) 

McGRAwW, RALPH O., Editor, Indus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

McKEON, WILLIAM J., Copywriter, 
Johns-Manville Corp., 22 E. 40th 
St., New York. (6) 

McKIBBIN, J. M., Adv. & Sales Pro. 
Mer., Westinghouse Elec. & Mfg. 
Co., East Pittsburgh, Pa. (8) 

MCKINNEY, NORMAN E., Sales & Adv. 
Mer., H-B Instrument Company, 
2518 N. Broad St., Philadelphia. (7) 

McLAIN, WILLIAM R., Pres., McLain 
Organization, 12 S. 12th St., Phil- 
adelphia. (7) 

MCLAUGHLIN, JACK, Sales Mer., 
Beck & Wall Displays, 1800 E. 30th 
St., Cleveland. (4) 

McLEAN, F. A., Publicity Mgr., Cana- 
dian Ingersoll-Rand Co., Ltd., New 
Birks Bldg., Phillips Square, Mon- 
treal, Que., Can. (17) 

McMAHON, JAMES J., James J. Me- 
Mahon, Inc., 6 E. 45th St., New 
York. (6) 

McNutt, GEORGE C., Bert S. Gittins 
Advertising, 739 N. Broadway, Mil- 
waukee. (A) 

McWILLIAMS, D. B., Dresser Mfg. Co., 
Ltd., 32 Front St., W., Toronto, 
Ont., Canada. (14) 

MACALISTER, ROBERT N., Adv. Mer., 
Robert W. Hunt Company, 175 W. 
Jackson Blvd., Chicago. (2) 

MAGERS, K. C., Union Gas & Elec. 
Co., 4th & Main Sts., Cincinnati. 
(3) 

MALONEY, T. J., Pres., T. J. Maloney, 
Inc., 122 E. 42nd St., New York. (6) 

MANDT, O. G., Genl. Mer., The Jaeger 
Machine Co., 520 Dublin, Colum- 
bus, O. (A) 

MANLEY, P. S., Adv. Mgr., The Do- 
beckmun Company, 3301 Monroe 
Ave., Cleveland. (4) 

MANN, KARL M., Pres., Case-Shep- 
perd-Mann Publ. Co., 24 W. 40th 
St., New York. (6) 

MAPLE, F. J., Adv. Megr., John A. 
Roebling’s Sons Co., 640 S. Broad 
St., Trenton, N. J. (6) 

“MARKT, Howarp, Rep., The Oil and 
Gas Journal, 802 Leader Bldg., 
Cleveland. (4) 

*“MaArRsH, A. L., Dist. Sales Mer., Gage 
Publishing Co., 232 Madison Ave., 
New York. (7) 

MARSH, CHARLEs S., Gibson & Perin 
Co., 121 W. Fourth St., Cincinnati. 
(3) 

MARSHALL, HAROLD F., Adv. & Asst. 
Sales Mgr., Warren Webster & 
Company, 17th & Federal Sts., Cam- 
den, N. J. (7) 

MARSHALL, THOMAS J., Federal-Mogul 
Corp., 11031 Shoemaker Ave., De- 
troit. (12) 
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MARTIN, H. L., Adv. Mgr., Diamond 
Chain & Mfg. Co., 433 Kentucky 
Ave., Indianapolis. (15) 

MARTIN, WILLIAM D., Republic Steel 
Corp., Republic Bldg., Cleveland. 
(4) 

MARTINDALE, E. H., Pres., Martindale 
Electric Co., 1375 Hird Ave., Lake- 
wood, O. (4) 

Martz, J. A., Studebaker Corp., South 
Bend, Ind. (2) 

Martz, L. S., Adv. Mgr., Micromatic 
Hone Corp., 7401 DuBois St., at 
Horton, Detroit. (12) 


MARVIN, THEODORE, Adv. Mer., Her- 
cules Powder Co., ‘Delaware Trust 
Bldg., Wilmington, Del. (7) 

MASON, WALTER R., The Bohnett Co., 
Third & Vine Sts., Cincinnati. (3) 

Masson, Don, Technical Editor, Bake- 
lite Corporation, 247 Park Ave., 
New York. (6) 

*MAstT, B. P., Vice-Pres., Mill & Fac- 
tory, 333 N. Michigan Ave., Chi- 
cago. (2) 

*“MASTERSON, WALTER J., JR., Me- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

MATHEWS, GEORGE F., Adv. Mgr., The 
Lunkenheimer Co., P. O. Box 360, 
Annex Station, Cincinnati. (3) 

MATHY, E. L., First Vice-Pres., Victor 
Equipment Company, 844-50 Fol- 
som St., San Francisco. (18) 

*MAY, JOHN S., The Cleveland En- 
graving Co., Third St. & Lakeside 
Ave., N. W., Cleveland. (4) 

MAYER, E. C., Rickard & Co., Inc., 
330 W. 42nd St., New York. (6) 

MEELFELD, P. C., The Hinde & Dauch 
Paper Co., Sandusky, O. (4) 

*MEEHAN, THOMAS P., Porter Lang- 
try Co., 60 E. 42nd St., New York. 
(6) 

MEERMANS, HOWARD J., Pres., Meer- 
mans, Inc., 1924 NBC Bldg., Cleve- 
land. (4) 

*MEINHARDT, A. F., Dist. Megr., The 
Heinn Co., 319 3rd Ave., Rm. 315, 
Pittsburgh. (8) 

MELLoTT, M. K., Manager. M. K. Mel- 
lott & Co., 480 Grant Bldg., Pitts- 
burgh. (8) 

*MELVILLE, HARRY H., Asst. to Vice- 
Pres., Simmons-Boardman Publ. 
Corp., 1500 Terminal Tower, Cleve- 
land. (4) 

*MENKE, Oscar, Menke Printing Co., 
1560 Papin, St. Louis. (9) 

MERCER, C. C., Sales Pro. Mgr., Ex- 
Cell-O Corporation, 1200 Oakman 
Blvd., Detroit. (12) 

MERCER, Harry V., Adv. Mgr., The 
American Rolling Mill Co., Curtis 
St., Middletown, O. (3) 

MERCREADY, HERB, Adv. Mgr., Magnus 
Chemical Co., Inc., South Ave., Gar- 
wood, N. J. (11) 

MERRIHUE, W. V., Division Mer., 
Pub. Dept., General Electric Co., 
1 River Road, Schenectady, N. Y. 
(6) 

MERRILL, H. E., Mgr., Const. Matl. 
Adv., General Electric Co., Boston 
Ave., Bridgeport, Conn. (6) 

MESSINGER, L. E., Pres., Canadian 
Line Materials, Ltd., Station H, To- 
ronto, Ont., Can. (14) 

METCALF, GEORGE T., Owner, George 
T. Metcalf, 68 S. Main St., Provi- 
dence, R. I. (1) 


MEULENDYKE, S. L., Vice-Pres., Mars- 
chalk & Pratt, Inc., 535 Fifth Ave., 
New York. (6) 

MEYER, ARTHUR C., Mgr. Housing 
Div., Truscon Steel Co., Albert St., 
Youngstown, O. (10) 

*MEYER, FRED W., Pres., The Cincin- 
nati Process Engraving Co., 1006 
Sycamore St., Cincinnati. (3) 

MIDDLETON, E. G., Adv. Mer., Joy 
Manufacturing Co., 301 Buffalo, 
Franklin, Pa. (A) 

*MILLER, JOSEPH A., Simmons-Board- 
man Publ. Corp., 30 Church St., 
New York. (11) 

MILLER, RUDOLPH, Bausch & Lomb 
Optical Co., 635 St. Paul St., Roch- 
ester, N. Y. (A) 

MILLS, BRENT, Sales Mgr., Lapp In- 
sulator Co., Inc., Gilbert St., Le 
Roy, N. Y. (A) 

Mitts, Howarp E., Adv. Mgr., Na- 
tional Automatic Tool Co., Rich- 
mond, Ind. (A) 

MINER, DouGLAs C., Mgr., Adv. Dept., 
E. F. Houghton Co., Third & Som- 
erset Sts., Philadelphia. (7) 

MITCHELL, TERRY, Adv. Mer., Frick 
Company, West Main St., Waynes- 
boro, Pa. (16) 

MITTELHAUSER, A. J., Adv. Mgr., O. 
Hommel Co., 209 Fourth Ave., Pitts- 
burgh. (8) 

*Mock, RaLpH W., The Republic 
Press, P. O. Box 85, Hamilton, O. 
(3) 

MOERMOND, ISAAC C., Cincinnati Cord- 
age & Paper Co., 128 E. Sixth St., 
Cincinnati. (3) 

Mocce, ARTHUR R., Arthur R. Mogge, 
Inc., 307 N. Michigan Ave., Chicago. 
(9) 

*MoLL, N. R., Vice-Pres., Steel Pub- 
lications, Ine., 108 Smithfield St., 
Pittsburgh. (8) 

*MOLONEY, GRANT, Editor, The Cana- 
dian Engineer, 341 Church St., To- 
ronto, Ont., Can. (14) 

MONAGHAN, GERALD, F., Adv. Dept., 
Worthington Pump & Mchy. Corp., 
Harrison, N. J. (11) 

Monrort, G. W., Adv. Dept., Cater- 
pillar Tractor Co., 800 Davis St., 
San Leandro, Calif. (18) 

MONTAGUE, W. B., Adv. & Sales Pro. 
Megr., American Gas Service Com- 
pany, Heeren Bldg., Pittsburgh. (8) 

* MONTGOMERY, PAUL, Megr., Business 
Week, 330 W. 42nd St., New York. 
(6) 

Moore, ALBERT G., Adv. Mgr., General 
Railway Signal Co., 801 West Ave., 
(P. O. Box 600), Rochester, N. Y. 
(A) 

Moore, LANSING, Acct. Exec., Holden, 
Graham & Clark, Inc., 900 Donovan 
Bldg., Detroit. (12) 

*Moore, S. S., Reg’l Adv. Director, 
Hugh C. MacLean _ Publications, 
Ltd., 2118 Bleury St., Montreal, 
Que., Can. (17) 

MorcGan, LEON, The Buchen Co., 400 
W. Madison St., Chicago. (2) 

*Morrgis, C., Pres., The Petroleum En- 
gineer, Seventh Floor, Allen Bldg., 
Dallas, Tex. (A) 

Morris, L. G., Swiss Electric Co. of 
Canada, Ltd., 1111 Beaver Hall Hill, 
Montreal, Que., Can. (17) 

Morrison, E. J., Pres., Morrison Ad- 
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vertising Agency, Inc., 1324 W. Wis- 
consin Ave., Milwaukee. (A) 

Morrison, G. W., Ingersoll-Rand Co., 
11 Broadway, New York. (6) 

* Morrow, J. H., Salesman, Allied Pho- 
to-Engraving Co., 1205 Race St., 
Philadelphia. (7) 

“Morse, A. M., Jr., Mill & Factory, 
205 E. 42nd St., New York. (1) 

Morse, Bruce, Asst. to Vice-Pres., 
Square D Company, 6060 Rivard 
St., Detroit. (12) 

*MORTON, CLARENCE L., McGraw-Hill 
Publ. Co., Inc., 1427 Statler Bldg., 
Boston. (1) 

*Moss, ALBERT, Exec. Vice- Pres.., 
Standard Rate & Data Service, 420 
Lexington Ave., New York. (6) 

Moss, J. S., Adv. Mgr., Canadian Li- 
quid Air Co., Ltd., 1111 Beaver Hall 
Hill, Montreal, Que., Can. (17) 

MouLe, Tom, Adv. Mgr., Ex-Cell-O 
Corp., 1200 Oakman Blvd., Detroit. 
(12) 

Mount, RALPH D., Adv. Megr., The 
Bassick Co., 38 Austin St., Bridge- 
port, Conn. (A) 

*MOUNTEL, GENE, Mountel Press Co., 
1006 Sycamore St., Cincinnati. (3) 
MUELLER, A. B., Sales Development 
Associates, Hearst Bldg., San Fran- 

cisco. (18) 

Muir, Gorpon, Adv. Mgr., Temprite 
Products Corp., 47 Piquette Ave., 
Detroit. (12) 

*MuIR, MALCOLM, Newsweek, 
Bldg., Rockefeller 
York. (6) 

MULHALL, W. F., G. M. Basford Co., 
60 E. 42nd St., New York. (6) 

*Muncu, Harry E. G., W. H. Hoedt 
Studios, Inc., 212 W. Washington 
Sq., Philadelphia. (7) 

Murpny, D. HAYES, Pres. & Treas., 
The Wiremold Company, Elmwood 
Branch P. O., Hartford, Conn. (A) 

*MURPHY, EpwarpD J., Arrow Press 
Corp., 1315 W. Liberty Ave., Pitts- 
burgh. (8) 

MurpHy, W. DOoNALD, Adv. Mer., 
Sloan Valve Co., 4300 W. Lake St., 
Chicago. (2) 

MURRAY, STANLEY, The Perfect Circle 

Co., Hagerstown, Ind. (15) 


N 

NATHAN, W. S., Secy.-Treas., P. Wall 
Mfg. Supply Co., 3126 Preble Ave., 
Pittsburgh. (8) 

*Nau, Bos, Treas., The Seyler-Nau 
Co., Pugh Bldg., 400 Pike St., Cin- 
cinnati. (3) 

*NEARY, JAMES E., Jr., Eastern Rep., 
Mining Congress Journal and The 
Hotel Monthly, 260 Fifth Ave., New 
York. (6) 

NEHER, ANTHONY, Sales Pro. Megr., 
Century Electric Co., 1806 Pine St., 
St. Louis. (9) 

NEIGHBORS, CHARLES M., Babcock & 
Wilcox Co., 19 Rector St., New 
York. (6) 

NEKOLA, WILLIAM, Barry-Wehmiller 
Machinery Co., 4660 W. Florissant 
Ave., St. Louis. (9) 

NELSON, Forest J., Adv. Mgr., Mac- 
whyte Company, 2906 14th Ave., 
Kenosha, Wis. (5) 

NETTLETON, E. T., Charles W. Hoyt 

Co., 551 Fifth Ave., New York. (11) 


RKO 
Center, New 
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Newsy, A. W., Pres., Huber Mfg. Co., 
Marion, O. (A) 

*NEWTON, B. G., Mer. Ind. Group, The 
MacLean Publishing Co., Ltd., 481 
University Ave., Toronto, Ont., Can. 
(14) 

*NICHOLS, DON, Bus. Mgr., Ahrens 
Publishing Co., Inc., 222 E. 42nd 
St., New York. (6) 

*NICOLL, JAMES C., JR., National Proc- 
ess Co., Inc., 75 Varick St., New 
York. (6) 

NIESSEN, L. P., Adv. Mgr., Cutler- 
Hammer, Inc., 315 N. 12th St., Mil- 
waukee, (5) 

NOREN, RAYMOND C. R., Partner, Hor- 
ton-Noyes Company, 2300 Industrial 
Trust Bldg., Providence, R. I. (1) 

*NORMAN, J. A., (Thomas Publ. Co.), 
118 Seaman Ave., Rockville Center, 
N. Y. (8) 

NOYES, FREDERICK C., Partner, Hor- 
ton-Noyes Company, 2300 Industrial 
Trust Bldg., Providence, R. I. (1) 


12) 


*Oper, CHESTER H., N. Y. Adv. Mgr., 
The Iron Age, 239 W. 39th St., New 
York. (6) 

OBERNDORFER, ARTHUR H., Adv. Mgr., 
Hevi Duty Electric Company, 4212 
W. Highland Blvd., Milwaukee. (5) 

O’BRIEN, B. C., Vice-Pres., Roots-Con- 
nersville Blower Corp., Connersville, 
Ind. (15) 

*OrsTigE, A. T., McGraw-Hill Publ. 
Co., Inc., 16 S. Broad St., Philadel- 
phia. (6) 

O’Grapy, A. C., Acct. Exec., A. Me- 
Kim, Limited, 1253 McGill College 
Ave., Montreal, Que., Can. (17) 

OLDHAM, E. L., Adv. Mgr., The Cleve- 
land Rock Drill Co., and The Cleve- 
land Pneumatic Tool Co., 3734 E. 
78th St., Cleveland. (4) 

OLDHAM, H. H., Adv. Dept., Republic 
Steel Corp., 3100 E. 45th St., Cleve- 
land. (4) 

OppreL, Epwin I., U. S. Industrial 
Chemicals, Inc., 60 E. 42nd St., New 
York. (6) 

ORMEROD, H. R., Niles Steel Products 
Co., Niles, O. (10) 

Osporn, S. A., Adv. Mgr., Economics 
Laboratory, Inc., 914 Guardian 
Bldg., St. Paul. (A) 

*OSBORN, WALLACE J., Vice- Pres., 
Keeney Publishing Co., 1734 Grand 
Central Terminal Bldg., New York. 
(6) 

Ott, Louris J., Mgr. Adv. Dept., Ohio 
Brass Co., Mansfield, O. (4) 

*OTTERSON, JOHN W., McGraw-Hill 
Publ. Co., Inc., 883 Mission St., San 
Francisco, (18) 

*OvVER, CLARENCE R., Sales, Mid-West 
Contractor, 521 Locust St., Kansas 
City, Mo. (A) 

OWEN, GoRDON, Adv. Mgr., Bradley 
Wash Fountain Co., N. 22nd & W. 
Michigan Sts., Milwaukee. (5) 


P 


PAGE, FRANK, Pub. Megr., Foster 
Wheeler Corp., 165 Broadway, New 
York. (6) 

*PAINTER, WALTER, Adv. Mgr., Tech- 
nical Publ. Co., 53 W. Jackson Blvd., 
Chicago. (2) 

PALMER, FRANK R., Asst. to Pres., 

The Carpenter Steel Co., Reading, 

Pa. (7) 
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PANNIER, R. A., Adv. Mgr., Pannier 
Bros. Stamp Co., 207 Sandusky St., 
N.S., Pittsburgh. (8) 

PARKER, JOHN L., Sec’y, The Stuebing 
Automatic Machine Co., 2425 Spring 
Grove Ave., Cincinnati. (3) 

*PARTRIDGE, GEORGE H., Dist. Mer., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (6) 

PATTERSON, D. A., Sec’y, The Avey 
Drilling Machine Co., Cincinnati. 
(3) 

PATTERSON, PAvuL S., Copywriter, 
West Penn Power Company, 14 
Wood St., Pittsburgh. (8) 

*PATTERSON, ROGER W., Dist. Megr., 
Pencil Points, 1133 Leader Bldg., 
Cleveland. (4) 

PATTISON, EDWARD S., G. M. Basford 
Co., 60 E. 42nd St., New York. (6) 
PauL, Francis M., Adv. Megr., Air- 
Maze Corporation, 5200 Harvard 

Ave., Cleveland. (4) 

*Paxton, A. E., Mgr. Engineering 
News Record and Construction 
Methods & Equipment, 330 W. 42nd 
St., New York. (6) 

PayNE, H. D., Adv. Megr., Chicago 
Molded Products Corp., 1020 N. Kol- 
mar Ave., Chicago. (2) 

*PAYNE, Jupp, Exec. Vice-Pres., The 
Associated Business Papers, Inc., 
369 Lexington Ave., New York. (6) 

PEAT, LESLIE, Leslie Peat Associates, 
440 W. 34th St., New York. (6) 

Peck, HERBERT P., Acct. Exec., Haz- 
ard Advertising Corp., 295 Madison 
Ave., New York. (6) 

*Peck, JAMES O., Sales Promotion & 
Research, McGraw-Hill Publ. Co., 
Inc., 330 W. 42nd St., New York. 
(2) 

PeiLer, M. F., Manager, Mason Regu- 
lator Co. of Canada, Ltd., 620 Cath- 
cart St., Montreal, Que., Can. (17) 

*PELLETIER, Louis, 395 Riverside Dr., 
New York. (6) 

*PeLoTT, L. C., Western Megr., The 
Penton Publishing Co., 520 N. Mich- 
igan Ave. Chicago. (2) 

PENNINGTON, FRED W., Publ. Dept., 
Westinghouse Air Brake Co., Wil- 
merding, Pa. (8) 

PENSINGER, FRANK W., Adv. Megr., 
Landis Tool Co., Waynesboro, Pa. 
(16) 

PENT, RoBert E., Vice-Pres., Hunter 
Pressed Steel Co., Lansdale, Pa. (7) 

Percy, ALLAN L., Adv. Mgr., Fansteel 
Metallurgical Corp., 2200 Sheridan 
Rd., North Chicago, Ill. (2) 

*PerKINS, E. V. (Western Adv., The 
Petroleum Engineer), 1053 Pratt 
Blvd., Chicago. (2) 

PerRLeEY, E. C., Mgr. Appar. Sls. Dept., 
English Electric Co. of Can., Ltd., 
George St., St. Catherines, Ont., 
Can. (14) 

PererKA, A. E. R., Technical Ass’t 
Vice-Pres. & Adv. Mgr., The Lam- 
son & Sessions Co., 1971 W. 85th 
St., Cleveland. (4) 

PeTerSON, R. A., Davis Regulator Co., 
2541 S. Washtenaw Ave., Chicago. 
(2) 

PETERSON, R. M., Asst. Adv. Mgr., 
American Steel & Wire Company, 
Rockefeller Bldg., Cleveland. (4) 

PFEIFER, GEORGE HERBERT, Chain Belt 
Co., 1600 Bruce St., Milwaukee. (5) 

*PHELAN, Roy N., McGraw-Hill Publ. 
Co., Inc., 883 Mission St., San Fran- 
cisco. (18) 
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PHILLIPS, A. M., Buck Terminal Bldg., 
Watertown, N. a. (2 

PHILLIPS, M. J., The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

PHILLIPS, STUART G., Asst. Sec’y, The 
Dole Valve Company, 1901 Carroll 
Ave., Chicago. (2) 

PHOENIX, Epwarp A., Asst. Adv. & 
Sales Pro. Mgr., Johns-Manville 
Corp., 22 E. 40th St., New York. (6) 
PICKETT, H. N., Vice-Pres., Purchas- 
ing, 2843 Hampton Rd., Cleveland. 
(4) 

PIERCE, MACDONALD H., Salesman, 
Thomas Publishing Co., 1440 E. 
32nd St., Cleveland. (4) 

PINKERTON, F. H., Sales Pro. Mgr., 
Mechanical Goods Division, United 
States Rubber Co., 1790 Broadway, 
New York. (11) 

PIPER, R. N., Adv. Mgr., The Cincin- 
nati Bickford Tool Co., 3220 Forrer 
St., Oakley, Cincinnati. (3) 

PISHTA, ANDREW W., M. K. Mellott & 
one 430 Grant Bldg., Pittsburgh. 
(8) 

PITT, EDGAR W., Adv. Mgr., Sherman 
Paper Products Corp., 156 Oak St., 
Newton Upper Falls, Mass. (1) 

Pitt, JOHN O., Adv. Mgr., Canadian 
Fairbanks-Morse Co., Ltd., 980 St. 
Antoine St., Montreal, Que. Can. 
(17) 

*PITTENGER, JOHN M., Editor, Babcox 
Publications, Inc., 31 N. Summit St., 
Akron, O. (A) 

PLISHKER, HERBERT E. (Westinghouse 
Elec. & Mfg. Co.), 3321 190th St., 
Flushing, N. Y. (6) 

PLUMMER, JAMES M., Leeds & North- 
rup Company, 4901 Stenton Ave., 
Philadelphia. (7) 

POEHLMANN, (MISS) MILDRED, Adv. 
Mgr., A. M. Collins Mfg. Co., 226 
W. Columbia Ave., Philadelphia. (7) 

*POHLMAN, ARTHUR E., Pres., Pohl- 
man Studios, Inc., 647 W. Virginia 
St., Milwaukee. (A) 

PoMRoOY, GEORGE E., N. E. Mer., Fac- 
tory Management & Maintenance, 
1427 Statler Bldg., Boston. (1) 

Poor, RoGer A., Roger A. Poor, Ad- 
vertising, 3 Dodge St., Salem, Mass. 
(1) 

Pope, FREDERICK A., Mgr. Adv. & 
Pub., Worthington Pump & Machin- 
ery Corp., Harrison, N. J. (6) 

*“PoPE, GEORGE A., Asst. Adv. Mer., 
The Foundry, 1213 W. Third St., 
Cleveland. (4) 

POULTON, H. L., Adv. Mgr., The Co- 
lumbia Alkali Corp., Barberton, O. 
(4) 

PowTER, N. B., Sales Pro. Mgr., How- 
ard Smith Paper Mills, Ltd., 407 
McGill St., Montreal, Que., Can. 
(17) 

PRATT, EDWARD I., Western Electric 
Co., 195 Broadway, New York. (6) 

PRICE, GORDON F., Copywriter, Johns- 
Manville Sales Corp., 22 E. 40th St., 
New York. (6) 

Puppock, W. E., Secretary, Haydn F. 
White & Co., 1740 E. 12th St., 
Cleveland. (4) 

PuaGu, H. F., Adv. Mgr., The Heil Co., 
3000 W. Montana St., Milwaukee. 
(5) 

Pucu, M. D., Sales & Adv. Mgr., Illi- 
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nois Testing Laboratories, Inc., 420 
N. La Salle St., Chicago. (2) 

PURINTON, JOHN A., JR., Adv. Dept., 
Parke, Davis & Co., 1 McDougall 
Ave., Detroit. (12) 

PUTNAM, C. V., Secretary, Reliance 
Electric & Engineering Co., 1088 
Ivanhoe Road, Cleveland. (4) 


Q 
*QUARLES, S. H., Rep., Power, 330 W. 
42nd St., New York. (6) 
R 


RADKE, K. F., Adv. Mgr., The Het- 
trick Mfg. Company, 1401 Summit 
St., Toledo. (13) 

RAILSBACK, H. M., Dir. of Adv., Deere 
& Company, Moline, Ill. (A) 

RAYBURN, FRED, Gordon B. Miller & 
Co., 809 Walnut St., Cincinnati. (3) 

REAST, FRED M., Fred M. Reast, Ad- 
vertising, 10 E. 43rd St., New York. 
(6) 

REDFIELD, KENDALL A., Asst. Gen. 
Sales Megr., Rockbestos Products 
Corp., New Haven, Conn. (6) 

REED, R. S., JR., Adv. Megr., Pitts- 
burgh Equitable Meter Co., 400 N. 
Lexington Ave., Pittsburgh. (8) 

REESEY, CHARLES M., Adv. Megr., The 
Cincinnati Milling Machine Co., 
South & Marburg, Cincinnati. (3) 

REHNQUIST, MELVIN, Mgr. Adv. Dept., 
Mall Tool Co., 7740 South Chicago 
Ave., Chicago. (2) 

*REICH, HENRY MILTON, Western 
Megr., Steel Publications, Inc., 108 
Smithfield St., Pittsburgh. (8) 

REIDINGER, A. W., Adv. Megr., Bay 
City Shovels, Inc., Bay City, Mich. 
(A) 

REINCKE, CHARLES A., Secretary, 
Reincke, Ellis, Younggreen & Finn, 
520 N. Michigan Ave., Chicago. (2) 

REINHARDT, R. T., Asst. Adv. Megr., 
California Corrugated Culvert Co., 
Fifth & Parker Sts., Berkeley, Calif. 
(18) 

REITER, O. A., Sales Pro. & Adv. Megr., 
The Hotstream Heater Co., 8007 
Grand Ave., Cleveland. (4) 

REMINGTON, WILLIAM B., Wm. B. 
Remington, Inc., 196 Worthington 
St., Springfield, Mass. (A) 

REYNOLDs, L. B., Adv. Mgr., Martin- 
Senour Co., Ltd., 6833 De 1|’Epee, 
Montreal, Que., Can. (17) 

RHOADES, B. RICHARD, President, R. 
W. Rhoades Metaline Co., a 411 
Rich Ave., Mount Vernon, N. Y. (6) 

RHODES, LEONARD B., Mer. Adv. & 
Sales Pro., Lyon Metal Products, 
Inc., Aurora, Ill. (2) 

*RICE, FRANK O., Vice-Pres., Equip- 
ment Digest Publishing Co., 734 
Penton Bldg., Cleveland. (4) 

*RICE, KINGSLEY L., Pres., Technical 
Publishing Co., 53 W. Jackson 
Blvd., Chicago. (2) 

*RICHARDSON, FREDERICK A., Fred- 
erick A. Richardson Company, 71 
W. 35th St., New York. (6) 

RICHARDSON, J. M., Jr., The Richard- 
son Co., Lockland, Cincinnati. (3) 

RICHARDSON, JOHN, Crompton & 
Knowles Loom Works, 93 Grand St., 
Worcester, Mass. (1) 

*RIEMERSMA, CLAUDE B., Dist. Mer., 
Architectural Record, 105 W. Adams 
St., Chicago. (2) 

RIFFLE, R. T., Adv. Mgr., Firth-Ster- 
ling Steel Co., McKeesport, Pa. (8) 


Rices, H. E., Adv. Mgr., Strathmore 
Paper Co., West Springfield, Mass. 
(A) 

RINGNEss, T. R., Copywriter, Batten, 
Barton, Durstine & Osborn, Grant 
Bldg., Pittsburgh. (8) 

RITCHIE, Prescott C., Adv. Mer., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 

*RITTERHOLZ, C. E., Sales Mgr., Ideal 
Letter Service, 106 E. Fourth St., 
Cincinnati. (3) 

*Ross, F. W., Jr., Frank P. Bennett 
& Co., 215 Forest Ave., Marbeth, 
Pa. (7) 

*ROBBINS, MERTON C., JR., Advertis- 
ing & Selling, 9 E. 38th St., New 
York. (6) 

RoBERTS, ERNEST C., Adv. Mgr., The 
Clark Controller Co., 1146 E. 152nd 
St., Cleveland. (4) 

*ROBERTSON, M. P., Jewett Co., 24 
Stone St., New York. (6) 

RoBESON, Davip E., Edward M. Power 
Co., 2538 Oliver Bldg., Pittsburgh. 
(8) 

RosBinson, S. R., Adv. Mgr., Bonney 
Forge & Tool Works, Allentown, 
Pa. (7) 

*RoBINSON, W. B., The Iron Age, 428 
Park Bldg., Pittsburgh. (8) 

*ROoBINSON, WALTER E., Promotion 
Mgr., Machinery, 148 Lafayette St., 
New York. (A) 

*Ropison, J. H. Vice-Pres., New 
Equipment Digest, 520 N. Michigan 
Ave., Chicago. (2) 

*Ropcer, J. M., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 520 N. Michi- 
gan Ave., Chicago. (2) 

*ROEVER, CHARLES S., Reinhold Pub- 
lishing Corp., 330 W. 42nd St., New 
York. (7) 

Rocers, CARL A., Treasurer, Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (A) 

Rocers, Epwarp D., Adv. Mgr., The 
Fulton Sylphon Co., Knoxville, 
Tenn. (A) 

*Rocers, E. L., Southern Power Jour- 
nal, 1790 Broadway, New York. (6) 

*Rocers, R. B., Salesman, Maujer 
Publishing Co., Box 432, Hudson, O. 
(4) 

*Rocers, T. A., Detroit Mgr., Ameri- 
can Machinist and Product Engi- 
neering, General Motors Bldg., De- 
troit. (12) 

Rouwrer, GRAHAM, Adv. Supervisor, 
Baldwin-Southwark Corp., Paschall 
P. O., Philadelphia. (7) 

Rouric, T. H., Adv. Mgr., Frederic B. 
Stevens, Inc., 510 Third St., De- 
troit. (12) 

Romic, H. M., Sales Mgr., Wilming- 
ton Fibre Specialty Co., Wilming- 
ton, Del. (7) 

Roocu, ALLEN T., Vice-Pres., The In- 
terstate Sanitation Co., 210 Post 
Square, Cincinnati. (3) 

*Roop, ALLAN, Promotion Mgr., Busi- 
ness Week, 330 W. 42nd St., New 
York. (4) 

RooNEY, JOHN E., Acct. Exec., Geare- 
Marston, Inc., 1600 Arch St., Phil- 
adelphia. (7) 

Rose, Howarp W., Office Mgr., The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

ROSENMILLER, J. L., Sales Pro. Mgr., 
York Ice Machinery Corp., Roose- 
velt Ave., York, Pa. (A) 
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ROSENQUIST, HAROLD, Adv. Megr., The 
Hadley Company, Ford, Dexter & 
Hanover Sts., Providence, R. I. (1) 

Ross, A. LEB., Railway & Power En- 
gineering Corp., Ltd., 171 Eastern 
Ave., Toronto, Ont., Can. (14) 

Rotu, W. E., Babcock & Wilcox Co., 
19 Rector St., New York. (6) 

ROTHERMEL, HARRY, Sales Pro. & 
Adv. Mgr., The Dayton Pump & 
Mfg. Co., 500 N. Webster St., Day- 
ton, O. (A) 


*Rowe, R. C., Managing Dir., Na- 
tional Business Publications, Ltd., 
Gardenvale, Que., Can. (17) 

ROWELL, JOHN J., Adv. Mer., Guard- 
ian Electric Manufacturing Co., 
1621 W. Walnut St., Chicago. (2) 

*RuBIn, Lou T., Pres., Temple Press, 
Ine., 129 N. 12th St., Philadelphia. 


(7) 


*Rupp, J. H., Vice-Pres., McGraw- 
Hill Publ. Co., Ine., 330 W. 42nd 
St., New York. (6) 

RUMRILL, CHARLES L., Pres., Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (A) ; 

RuMseEy, (Dr.) L. A., Industrial 
Mktg. Div., The W. E. Long Co., 
155 N. Clark St., Chicago. (2) 

*RUPRECHT, PHILLIP, Resident Mer., 
McGraw-Hill Publ. Co., Inc., Gen- 
eral Motors Bldg., Detroit. (12) 

Rups, Georce G., Mer., Sales Pro. 
Dept., The American Laundry Ma- 
chinery Co., Norwood Station, Cin- 
cinnati. (3) 

RuTH, CHESTER W., Asst. Dir. of 
Adv., Republic Steel Corp., 3100 E. 
45th St., Cleveland. (4) 

RYAN, JAMES J., Mer. Adv. & Sales, 
Rockwood Sprinkler Company, 38 
Harlow St., Worcester, Mass. (1) 

RYBOLT, WALTER L., Adv. Mgr., The 
R. K. Le Blond Machine Tool Co., 
Madison & Edwards Rds., Cincin- 
nati. (3) 


Ss 


*SANDERSON, W. H., Central Adv. 
Mer., Pit and Quarry Publications, 
Auditorium Bldg., Cleveland. (4) 

SANGER, ALAN B., Alan B. Sanger, 
Advertising, 60 E. 42nd St., New 
York. (6) 

*SARNAKI, LEO, Hess Photographing 
Co., 212 Oliver Ave., Pittsburgh. 
(8) 

SAUEREISEN, C., Sauereisen Cements 
Co., Sharpsburg, Pa. (8) 

SAURMAN, DupDLEY S., Adv. Mer., 
Abrasive Company, Tacony & Fra- 
ley Sts., Philadelphia. (7) 

*SAWHILL, R. V., Domestic Engineer- 
ing Co., 110 E. 42nd St., New York. 
(6) 

SAWIN, GEORGE A., JR., N. E. Dist. 
Sales Pro. Megr., Westinghouse 
Elec. & Mfg. Co., 10 High St., Bos- 
ton. (1) 

SAWIN, HERBERT A., Sales Engineer, 
Yuba Manufacturing Co., 351 Cali- 
fornia St., San Francisco. (18) 

SAWTELLE, E. S., V. P. & Gen. Megr., 
The Tool Steel Gear & Pinion Co., 
Elmwood Place, Cincinnati. (3) 

SCANLON, EUGENE, Adv. Mgr., John- 
son Bronze Co., 100 S. Mill St., New 
Castle, Pa. (10) 

SCANLON, M. W., Scanlon, Street & 
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Co., Advertising, 705 Liberty Trust 
Bldg., Philadelphia. (7) 

SCHANZ, L. J., Adv. Mgr., The Mer- 
coid Corporation, 4201 Belmont 
Ave., Chicago. (2) 

SCHINK, W. H., Space Buyer, G. M. 
Basford Co., 60 E. 42nd St., New 
York. (6) 

SCHMERTZ, J. R., Mer. Adv. Div., The 
Mathieson Alkali Works, Inc., 60 
E. 42nd St., New York. (6) 

SCHMIDT, C. N., Sales Pro.-Adv. Dept., 
American Steel & Wire Company, 
Rockefeller Bldg., Cleveland. (4) 

*SCHMIDT, JULIUS, Pres. & Gen. Mer., 
The Eddy Press Corp., 7525 Ken- 
sington St., Pittsburgh. (8) 

“SCHMITT, FREDERICK E., Jr., Pro. 
Mer., Reinhold Publishing Corp., 
330 W. 42nd St., New York. (6) 

SCHNELL, WALDO G., Acct. Exec., Rus- 
sell T. Gray, Inc., 205 W. Wacker 
Drive, Chicago. (2) 

SCHOLLER, FRED C., Pres., Scholler 
Bros., Inc., Collins & Westmoreland 
Sts., Philadelphia. (7) 

SCHOOLFIELD, E. W., Sales Mer., 
Pennsylvania Flexible Metallic Tub- 
ing Co., 72nd & Powers Lane, Phil- 
adelphia. (7) 

SCHREINER, G. REED, Adv. Mer., Car- 
negie-Illinois Steel Corp., Carnegie 
Bldg., Pittsburgh. (8) 

*“SCHRINER, HOWARD, JR., Adv. Art 
Dir., The Pittsburgh Press, Boule- 
vard of Allies, Pittsburgh. (8) 

SCHULENBURG, E. A. W., Gardner Ad- 
vertising Co., Mart Bldg., St. Louis. 
(9) 

ScHULER, H. S., Div. Mer., Adv. & 
Sales Pro. Dept., Westinghouse 
Elec. & Mfg. Co., East Pittsburgh, 
Pa. (8) 

SCHULTE, W. B., Pres., Micro Switch 
Corp., 1 E. Spring St., Freeport, Ill. 
(A) 

*SCHULTZ, FRED W., (McGraw-Hill 
Publ. Co., Ine.), Ruskin Apart- 
ments, Pittsburgh. (8) 

SCHULTZ, H. P., Genl. Sales Mer., Re- 
public Rubber Division, Lee Tire & 
Rubber Corp., Youngstown, O. (10) 

SCHULTZ, J. IRVIN, National Broach & 
Machine Co., 11455 Shoemaker, De- 
troit. (12) 

SCHUTZ, WALTER E., Adv. & Sales 
Pro. Mgr., The Delta Manufactur- 
ing Co., 600 E. Vienna Ave., Mil- 
waukee. (5) 

“SCHWARBER, GENE, Gardner Publica- 
tions, Inc., Schmidt Bldg., Cincin- 
nati. (3) 

SCHWARTZ, ARNOLD E., Sales Pro. & 
Adv. Megr., The Bryant Heater Co., 
17825 St. Clair Ave., Cleveland. (4) 

SCHWEIM, CHARLES, Charles Schweim 
Co., 6560 Cass, Detroit. (12) 

*Sco_tock, G. H., Jr., Thomas Pub- 
lishing Co., 280 Highland Ave., West 
View, Pittsburgh. (8) 

*Scott, JAMES R., Prod. Mer., Jron & 
Steel Engineer, 1010 Empire Bldg., 
Pittsburgh. (8) 

Scott, MALcoLM M., (Ruud Mfg. 
Co.), 1639 Shady Ave., Pittsburgh. 
(8) 

SCRIBNER, HARVEY A., Russell  T. 
Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

*SEAMAN, C. LESTER, Vice-Pres., Jn- 
dustrial Power, 285 Madison Ave., 
New York. (6) 





SEARIGHT, W. H., Dir. of Sales, West- 
ern Cataphote Corporation, 958 
Wall St., Toledo. (13) 

*SEARS, GEORGE G., Br. Megr., Mc- 
Graw-Hill Publ. Co., Inc., 1066 Paul 
Brown Bldg., St. Louis. (9) 

SEELIGSBERG, L. W., Vice-Pres.-Treas., 
O. S. Tyson and Company, Inc., 230 
Park Ave., New York. (6) 

SESSLER, JOHN S., Sales Pro. Mer., 
Wheeler Reflector Co., 275 Congress, 
Boston. (1) 

SHANNON, W. D., Pub. Dept., Allis- 
Chalmers Mfg. Co., Norwood, O. (3) 

*SHARMAN, OLIVER W., The C. J. 
Krehbiel Co., Broadway & Reading 
Roads, Cincinnati. (3) 

SHARP, NORMAN E., Adv. Mgr., Hub- 
bard and Company, 6301 Butler St., 
Pittsburgh. (8) 

SHARP, ROBERT, 2nd., Sales Pro. Megr., 
The American Pulley Co., 4200 Wis- 
sahickon Ave., Philadelphia. (7) 

*SHARP, WILLIAM L., Vice - Pres., 
Graphic Arts Engraving Co., 22nd 
& Market Sts., Philadelphia. (7) 

SHAW, RALPH M., JR., Pres., Pedrick 
Tool & Machine Co., 3640 N. Law- 
rence St., Philadelphia. (7) 

SHELDRICK, G. E., Midwest Tool & 
Mfg. Co., 2360 W. Jefferson, De- 
troit. (12) 

SHENK, ALLEN K., Sec’y, W. S. Hill 
Co., 323 Fourth Ave., Pittsburgh. 
(8) 

*SHEPPARD, N. E. D., Managing Edi- 
tor, The Engineering Catalogue, 
1253 McGill College Ave., Montreal, 
Que., Can. (17) 

SHERMAN, FRANK M., Adv. Dir., Lans- 
ton Monotype Machine Co., 24th & 
Locust Sts., Philadelphia. (7) 

SHERMAN, G. F., Adv. Mgr., Tube- 
Turns, Inc., 224 E. Broadway, 
Louisville, Ky. (A) 

*SHERMAN WILLIAM F., Detroit Edi- 
tor, The Iron Age, 7310 Woodward 
Ave., Detroit. (12) 

SHILBAUER, R. A., 704 S. 11th St., Mil- 
waukee. (5) 

*SHomo, LESLIE C., Superior Print- 
ing & Litho. Co., 418 Bessemer 
Bldg., Pittsburgh. (8) 

*SuutTe, H. B., Pres., Atlas Litho- 
graphing Co., 930 North Ave., Mill- 
vale, Pa. (8) 

*SHuTtT, GEoRGE P., Adv. Mer., The 
Architectural Forum, Time & Life 
Bldg., Rockefeller Center, New 
York. (6) 

*SICKLES, GUSTAVUS, JR., Pres., G. S. 
Photo-Reports, Federal Trust Bldg., 
Newark, N. J. (11) 

Sreper, NELSON W., Adv. Mgr., Con- 
tinental-Diamond Fibre Co., Bridge- 
port, Pa. (7) 

SIGWALT, H. P., Vice-Pres., W. Ellzey 
Brown Associates, Inc., 540 N. 
Michigan Ave., Chicago. (5) 

Sttver, JOHN A., Vice-Pres., F. J. 
Stokes Machine Co., E. Tabor Rd., 
Olney, Philadelphia. (7) 

Simmons, H. H., Adv. Mgr., Crane 
Co., 836 S. Michigan Ave., Chicago. 
(2) 

Simmons, Ray G., Meldrum & Few- 
smith, Inc., 1018 Leader Bldg., 
Cleveland. (4) 

Stmpson, G. F., Adv. Mgr., Crane, 
Limited, 1170 Beaver Hall Square, 
Montreal, Que., Can. (17) 

*SinGeR, G. PARK, JR., Thomas Pub- 
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lishing Co., 3815 Chestnut St., Phil- 
adelphia. (7) 

SINGLETON, WILLIAM J., Sales Mer., 
Associated Screen News, Ltd., 5271 
Western Ave., Montreal, Que., Can. 
(17) 

SKIRBLE, WILLIAM H., Adv. Mer., 
Pittsburgh Crushed Steel Co., P. O. 
Box 4038, Pittsburgh. (8) 

SLACKFORD, EDWARD T., Sales Pro. & 
Adv. Mgr., Harnischfeger Corpora- 
tion, 4400 W. National Ave., Mil- 
waukee. (5) 

SLEIN, J. J., Graton & Knight Co., 
Worcester, Mass. (1) 

SmiTH, A. E. C., Special Rep., W. 
R. C. Smith Publ. Co., 506 The 
Arcade, Cleveland. (4) 


SMITH, EARL §S., Acct. Exec., The 
Adam Sutcliffe Co., Pawtucket, R. I. 
(A) 

SMITH, F.. Morsk, Vice-Pres., Thomas 
Publishing Co., 461 Eighth Ave., 
New York. (6) 

SMITH, GEORGE A., Adv. Mgr., Snap- 
on Tools Corp., 8028 28th Ave., 
Kenosha, Wis. (5) 

SMITH, G. M., Vice-Pres., Industrial 
Advertising Agency, Ltd., 59 Spa- 
dina Ave., Toronto, Ont., Can. (14) 

SMITH, HARRY W., JR., Dir. Ind. Pub., 
American Gas Asso., 420 Lexing- 
ton Ave., New York (6). 

SMITH, JAMES A., Rogers Path, Hunt- 
ington, L. I., N. Y. (6) 

SMITH, J. DONALD, Asst. Sales Pro. 
Mgr., York Ice Machinery Corp., 
Roosevelt Ave., York, Pa. (16) 

SMITH, JUNIUS M., Bus. Mer., Tezx- 
tile Bulletin, Charlotte, N. C. (A) 

SMITH, MERRITT L., Adv. Megr., Metal 
& Thermit Corp., 120 Broadway, 
New York. (6) 

SMITH, MiLo E., Adv. Megr., Chicago 
Bridge & Iron Company, 37 West 
Van Buren St., Chicago. (2) 
SMITH, PAUL K., Printing Plate 
Craftsmen, 725 S. Bierman S&St., 
York, Pa. (16) 

SmitTH, R. D., Thomas’ Register, 
1440 E. 32nd St., Cleveland. (4) 
SMITH, RICHARD W., Acct. Exec., The 
Griswold-Eshleman Co., 2700 Ter- 

minal Tower, Cleveland. (4) 

SMITH, STANLEY J., Publ. Rep., 201 
N. Wells St., Chicago. (A) 

SMOTHERS, J. W., Lincoln Engineering 
Co., 5701 Natural Bridge St., St. 
Louis. (9) 

SNEAD, W. HUNTER, Sales Pro. Mgr., 
Electrical World, 330 W. 42nd St., 
New York. (6) 

SNELL, B. C., East. Rep., Steel, 220 
Broadway, New York. (7) 

SNow, GALEN, Pres., Galen Snow, 
Inc., 95 State St., Springfield, Mass. 
(A) 

SOHL, FRANK B., Pres., Githens-Sohl 
Corp., 203 E. 12th St., New York. 
(6) 

SouLE, Epwarp L., Pres., Soulé Steel 
Co., 1750 Army St., San Francisco. 
(18) 

SOUTHWORTH, EDWARD, Asst. Sales 
Mgr., Towmotor Co., 1226 E. 152nd 
St., Cleveland. (4) 

SowerssBy, P. C., Asst. Adv. Mer., 
Lamp Dept., General Electric Co., 
Nela Park, Cleveland. (4) 
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*SPACKMAN, J., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

SPENCER, H. S., Adv. Mgr., General 
Plastics, Inc., North Tonawanda, 
N. Y. (A) 

*SPENCER, RAE M., Pres., The Davis 
Press, Inc., 44 Portland St., Wor- 
cester, Mass. (1) 

SPINDLER, WALTER H., Pub. Mer., 
Armco Culvert Mfrs. Association, 
Middletown, O. (3) 


SPOFFORD, DWIGHT, Adv. Mgr., The 
Duriron Co., Inc., Dayton, O. (A) 
SPOONER, W. B., JR., Spooner & Krie- 
gel, 50 Church St., New York. (11) 


*SPRAGUE, B. D., Owner, B. D. 
Sprague Studios, 1800 Olive St., St. 
Louis. (9) 

SPRATT, G. C., Milwaukee Brush Mfg. 
Co., 2212-2236 N. 30th St., Milwau- 
kee, Wis. (5) 

STACKHOUSE, C. W., Adv. Mgr., Cen- 
tral Foundry Company, 386 Fourth 
Ave., New York. (6) 

*STAEHLE, ALFRED, Publisher, Factory 
Management & Maintenance, 330 W. 
42nd St., New York. (6) 

STAIR, J. WILLIAM, Sec’y-Treas., B. M. 
Root Company, 420-430 S. Sherman 
St., York, Pa. (16) 

*STANLEY, EDWARD M., Adv. Dir., 
Mill & Factory, 205 E. 42nd St., 
New York. (7) 

STARBUCK, GREGORY H., 1290 Garner 
Ave., Schenectady, N. Y. (6) 

STAuD, RuDOLF W., Sales Pro. Mer., 
Benjamin Electric Mfg. Company, 
Desplaines, Ill. (2) 5 

*STEARNS, LUE L., Dist. Mgr., Rein- 
hold Publishing Corp., 330 W. 42nd 
St., New York. (6) 

STEELE, L. F., Adv. Mgr., The Ameri- 
can Floor Surfacing Machine Co., 
518 S. St. Clair St., Toledo. (13) 

*STEIN, ELMER L., Vice-Pres., Dosie 
& Johnson Co., 1025 N. Water St., 
Milwaukee. (A) 

STELLE, B. W., Pres., B. W. Stelle, 
Inc., 1623 Walnut St., Philadelphia. 
(7) 

STEPHAN, JOHN C., Pres., John C. 
Stephan Industrial Advertising, 849 
Leader Bldg., Cleveland. (4) 

STEPHENSON, HAROLD E., Adv. Mer., 
Canada Starch Co., Ltd., 637 Craig 
St., W., Montreal, Que., Can. (17) 

STEVENS, CUYLER, Acct. Exec., T. J. 
Maloney, Inc., 122 E. 42nd St., New 
York. (11) 

*STEVENSON, JOHN W., Adv. Rep., 
Business Week, 330 W. 42nd St., 
New York. (6) 

*STEWART, R. A., Buchan Loose Leaf 
Records Co., 707 Market St., St. 
Louis. (9) 

*STINSON, E. J. L., Daily Commercial 
News & Bldg. Record, 65 Pear] St., 
Toronto, Ont., Can. (14) 

STOETZEL, H. W., Mgr. Sales Pro., 
Republic Flow Meters Co., 2240 Di- 
versey Parkway, Chicago. (2) 

STONEKING, J. H., Sales Pro. Mer., 
Bendix-Westinghouse Automotive 
Air Brake Co., 5001 Center Ave., 
Pittsburgh. (8) 

StorMER, Don, Adv. Mgr., Reed Gas 
Engine Co., Oil City, Pa. (8) 

*STUART, EDWIN H., Pres., Edwin H. 
Stuart, Inc., 422 First Ave., Pitts- 
burgh. (8) 


STURHAHN, ROLAND E., St. Louis Lab- 
oratories, 427 N. Euclid, St. Louis. 
(9) 

SUAREZ, (Miss) FRANCES M., Chg. of 
Adv., Philadelphia Quartz Co., 121 
S. Third St., Philadelphia. (7) 

SULLIVAN, J. F., Adv. Mgr., The 
Brown Instrument Co., Wayne & 
Roberts Aves., Philadelphia. (7) 

SUNDELL, SIDNEY M., Blaker Adver- 
tising Agency, 120 E. 41st St., New 
York. (6) 

SUTHERIN, R. G., Sales Pro., American 
Machine & Foundry Co., 511 Fifth 
Ave., New York. (6) 

SUTHERLAND, K. R., Partner, Suther- 
land-Abbott, 234 Clarendon St., Bos- 
ton. (1) 

SuUTMAIER, N. W., Adv. Mgr., Berger 
Mfg. Division, Republic Steel Corp., 
Canton, O. (4) 

*SuTTON, Epwarp H., Vice-Pres., Wil- 
liam G. Johnston Co., 1130 Ridge 
Ave. (P. O. Box 6759), Pittsburgn. 
(8) 

*SuTTON, GLENN, Mer., Electrical 
Contracting and Wholesaler Sales- 
man, 330 W. 42nd St., New York. 
(6) 

Swartz, P. A., Linear Packing & Rub- 
ber Co., Inc., 6400 State Road, 
Tacony, Philadelphia. (7) 

SWEENY, JOHN T., Acct. Exec., Walker 
& Downing, Oliver Bldg., Pitts- 
burgh. (8) 

Sweet, J. W., Acct. Exec., Fred M. 
Randall Co., 3314 Book Tower, De- 
troit. (12) 

SWENEHART, JOHN, Adv. Megr., Atlas 
Powder Co., Wilmington, Del. (A) 

SWINK, HowarbD, Pres., Howard Swink 
Advertising Agency, 336 E. Church 
St., Marion, O. (4) 

*SwINSKY, Dick, Vice-Pres., Gulf 
Publishing Co., 250 Park Ave., New 
York. (6) 

*SWINSTON, GEORGE, George Swinston 
Co., Union Trust Bldg., Pittsburgh. 
(8) 

*SwoRMSTEDT, D. R., Vice-Pres., The 
Signs of the Times Publ. Co., 1209 
Sycamore St., Cincinnati. (3) 

SYMONDS, MERRILL, Pres., Merrill Sy- 
monds Advertising Service, 124 
Polk St., Chicago. (2) 


T 


TAPSCOTT, CHARLES, McQuay-Norris 
Mfg. Co., 2320 Cooper St., St. Louis. 
(9) 

TATE, JAMES, Dir. of Sales & Adv., 
The Delta Manufacturing Co., 600 
E. Vienna Ave., Milwaukee. (5) 

TayLor, D. G., Gardner Electric Mtg. 
Co., 4227 Hollis St., Oakland, Calif. 
(18) 

TAYLOR, GEORGE C., Vice-Pres., Doyle, 
Kitchen & McCormick, Inc., 501 
Fifth Ave., New York. (11) 

TayLor, L. H., Adv. Mgr., The Dem- 
ing Co., Salem, O. (10) 

TEAS, PAUL, Pres., Paul Teas, Inc., 
815 Superior Ave., N. E., Cleve- 
land. (4) 

TEMPLETON, C. B., Asst. to Pres., Al- 
legheny Ludlum Steel Corp., 2319 
Oliver Bldg., Pittsburgh. (8) 

*THAYER, EDWIN F., Adv. Megr., In- 
dustrial Marketing, 330 W. 42nd St., 
New York. (6) 

*THESIERES, ERNEST A., Vice-Pres., 
Buchan Loose Leaf Records Co., 
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Madison & Holly Aves., Clifton 
Heights, Pa. (7) 

*“THIELITZ, H. O., Designer, Marbridge 
Printing Co., 225 Varick St., New 
York. (6) 

*THIERER, RAY M., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

*THOMAS, H. F., Dist. Megr., Sweet's 
Catalog Service, Bessemer Bldg., 
Pittsburgh. (8) 

THOMAS, H. von P., Merchandising 
Mgr., Bussmann Mfg. Co., Univer- 
sity at Jefferson, St. Louis. (9) 

THOMAS, JAMES R., Pres., Thomas & 
Skinner Steel Products Co., 1100 E. 
23rd St., Indianapolis. (15) 

THOMAS, Ray B., Asst. Adv. Mer., 
Sullivan Machinery Company, Wood- 
land Ave., Michigan City, Ind. (2) 

THOMPSON, F. B., Acct. Exec., Mac 
Laren Advertising Co., Ltd., 1010 
St. Catherine St., W., Montreal, 
Que., Can. (17) 


“THOMPSON, F. H., Simmons-Board- 
man Publ. Corp., 643 Terminal 
Tower, Cleveland. (4) ’ 

*“THOMPSON, HAROLD E., V. P. & 
Treas., A. S. Gilman, Inc., 623 St. 
Clair Ave., N. E., Cleveland. (4) 


THOMSON, ALEXANDER, JRr., Adv. Mer., 
The Champion Paper & Fibre Co., 
Hamilton, O. (3) 

THORNDIKE, RICHARD, Precision Ad- 
vertising, 26 Custom House St., 
Providence, R. I. (1) 

THROCKMORTON, EDGERTON A., Genl. 
Mer. Sales Pro., Container Corp. 
of America, 111 W. Washington 
St., Chicago. (2) 

TOWNE, RALPH Louts, Sales Pro. 
Megr., Surface Combustion Corpo- 
ration, 2375 Dorr St., Toledo. (13) 

TOWNE, W. L., W. L. Towne Adver- 
tising, 10 E. 40th St., New York. 
(6) 

*TREDWELL, THOMAS A., Adv. Mer., 
Architectural Record, 119 W. 40th 
St., New York. (6) 

TRIMBLE, GEORGE L., Mgr. Media 
Dept., Marschalk & Pratt, Inc., 535 
Fifth Ave., New York. (6) 

TROTT, CHARLES S., Mgr. Adv. & Sales, 
Parker-Kalon Corp., 200 Varick 
St., New York. (6) 

TRUESDELL, PAUL, Dir. of Pub., Uni- 
versal Oil Products Co., 310 S. 
Michigan Ave., Chicago. (2) 

TRUMBLE, L. A., Adv. Mgr., The Trane 
Co., 2032 Cameron Ave., La Crosse, 
Wis. (A) 

Tucker, A. W., Sales Dir., The Henry 
G. Thompson & Son Co., 277 Chapel 
St., New Haven, Conn. (A) 

TUCKER, K. C., Adv. Mgr., Hilo Var- 
nish Corp., 42-60 Stewart Ave., 
Brooklyn. (6) 

*TURNER, FRANCIS M., Reinhold Pub- 
lishing Corp., 330 W. 42nd St., New 
York. (6) 

TURNER, WILLIAM I., Megr., Control 
Apparatus Div., Railway & Power 
Engineering Corp., Ltd., 171 East- 
ern Ave., Toronto, Ont., Can. (14) 

TUTHILL, GORDON, Adv. Mgr., Cruci- 
ble Steel Co. of America, 405 Lex- 
ington Ave., New York. (6) 

TYMICK, HENRY W., The Buchen Co., 

400 W. Madison St., Chicago. (2) 
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Tyson, Oscar S., Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave., 
New York. (6) 


U 


UDELL C. G., Chg. of Adv., The Su- 
perheater Co., 60 E. 42nd St., New 
York. (6) 


ULLMAN, ROLAND G. E., Pres., The 
Roland G. E. Ullman Organization, 
1520 Locust St., Philadelphia. (7) 


*UNDERHILL, ARTHUR J. C., Mer., 
Boston News Bureau, 30 Kilby St., 
Boston. (1) 


*UNDERWOOD, ANDREW A., Vice-Pres., 
American Wool & Cotton Reporter, 
320 Broadway, New York. (6) 

*UNDERWOOD, ARTHUR J., S. A. E. 
Journal, 2-136 General Motors 
Bldg., Detroit. (12) 


Unwin, B. V., Unwin Advertising 
Agency, 5144 14th Ave., Detroit. 


(12) 
Vv 
VAN ALSTYNE, G., Air Reduction 
Sales Co., 60 E. 42nd St., New 
York. (6) 


VAN AUKEN, KENNETH L., Van Auken 
Ragland Co., 20 N. Wacker Drive, 
Chicago. (2) 

VANDEN, GEORGE W., Pres., The Van- 
den Company, Inc., 620 N. Michigan 
Ave., Chicago. (2) 

VAN DIVER, VERNON H., Mer. Adv. 
Div., Union Carbide Co., 205 42nd 
St., New York. (6) 


VAN Houten, I. B., Adv. Mgr., Man- 
ning, Maxwell & Moore, Inc., 
Bridgeport, Conn. (A) 

*VAN KAMPEN, ROBERT C., Hitchcock 
Publishing Co., 508 S. Dearborn St., 
Chicago. (2) 

VAN Loors, C. H., Adv. Manager, N. 
V. Stork Hijsch, Haarlem, Holland, 
35, Delftlaan, Haarlem, Holland. 
(A) 

VAN PETTEN, H. E., Adv. Mgr. Me- 
chanical Div., The B. F. Goodrich 
Co., Akron, O. (4) 


VAN Scoyoc, H. S., Adv. Mgr., Can- 
ada Cement Company, Ltd., Postal 
Sta. B, Box 290, Montreal, Que., 
Can. (17) 


VAN SyYcKEL, F. T., Adv. Mgr., Handy 
& Harman, 82 Fulton St., New 
York. (6) 

VAN TINE, RUSSELL H., Owner, Rus- 
sell H. Van Tine (Adv. Agency), 
1500 Chestnut St., Philadelphia. (7) 


VARNER, GEORGE B., National Radia- 
tor Corp., 221 Center Ave., Johns- 
town, Pa. (8) 

*VEITH, HAROLD B., Central Western 
Mer., Machine Design, 1213 W 
Third St., Cleveland. (4) 

VIEHMAN, WILLIAM F., JR., Sales Pro. 
Mer., Chandler-Boyd Company, 51 
Terminal Way, S.S., Pittsburgh. 
(8) 

VIVIAN, Luioyp R., Sales Pro. Megr., 
Ditzler Color Company, 8000 W. 
Chicago Ave., Detroit. (12) 


VoONACHEN, F. J., Sales Mgr., Troy 
Engine & Machine Co., Troy, Pa. 
(A) 

*Voss, A. F., Pres., American Paint 
Journal, 3713 Washington Ave., St. 
Louis. (9) 

VroomeE, E. P., The Howe Scale Co., 

111 Eighth Ave., New York. (6) 





Ww 


WabE, Epwarp R., Vice-Pres., United 
States Advertising Corp., 240 
Huron St., Toledo. (13) 

WALKER, A. V., Powerlite Devices, 
Ltd., 171 John St., Toronto, Ont., 
Can. (14) 

*WALLACE, WILLIAM, Adv. Mgr., Can- 
adian Diesel Power & Traction, 
1225 Bell Telephone Bldg., Mon- 
treal, Que., Can. (17) 


WALTER, GEORGE W., Adv. Mgr., De- 
troit Rex Products Co., 13005 Hill- 
view Ave., Detroit. (12) 


WANK, MELVILLE E., Wank and 
Wank, 580 Market St., San Fran- 
cisco. (18) 

*WARDLEY, CHARLES A., Mgr. Pitts- 
burgh Office, Gulf Publishing Co., 
72 Vandergrift Bldg., Pittsburgh. 
(8) 

WarRE, RoBerT L., Public Relations 
Dept., Western Electric Co., 195 
Broadway, New York. (6) 


WARING, B. G., Yarnall Waring Co., 
Chestnut Hill, Philadelphia. (7) 


WARMAN, BRYAN, Vice-Pres., United 
States Advertising Corp., 240 Huron 
St., Toledo. (13) 

WARNER, A. E., Dir. Adv.-Purch., 
National Aluminate Corp., 6216 W. 
66th Place, Chicago. (2) 

WASHINGER, Guy R., Asst. Sales 
Mer., T. B. Wood’s Sons Co., Fifth 
Ave., Chambersburg, Pa. (16) 

WATERBURY, DONALD N., Art Div., A. 
W. Lewin Co., Inc., 744 Broad St., 
Newark, N. J. (11) 

WATSON, JAMES H., Adv. Dept., S. D. 
Warren Company, 89 Broad St., 
Boston. (1) 

Watson, L. G., N. W. Ayer & Son, 
Inc., 235 Montgomery St., San 
Francisco. (18) 

*WaTT, WILLIAM T., Vice- Pres., 
Maujer Publishing Co., 420 Main 
St., St. Joseph, Mich. (2) 

WATTERSON, W. B., Sweeney & James 
Co., 1501 Euclid Ave., Cleveland. 
(4) 

WAXMAN, J. H., Adv. Mgr., L. B. 
Foster Co., Carnegie, Pa., and Heyl 
& Patterson, Inc., 50 Water St., 
Pittsburgh. (8) 

Way, ELMER E., Adv. Mgr., Taylor 
Instrument Companies, 99 Ames 
St., Rochester, N. Y. (A) 

WEARSTLER, ALBERT M., Pres., Wearst- 
ler Advertising, Inc., 20 W. Front 
St., Youngstown, O. (10) 

WEAVER, LEON H. A., 145 Fiskhill 
Ave., Beacon, N. Y. (A) 

WEAVER, W. A., Megr., Media Dept., 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 

WeEsB, CARL, Copywriter, Kenyon & 
Eckhardt, 247 Park Ave., New 
York. (6) 

Wess, JERVIS C., Sales Engineer, 
Jervis B. Webb Co., 8951 Alpine 
St., Detroit. (12) 

*WeBER, LLoyp H., Dist. Mgr., Mac 
Rae’s Blue Book Company, 859 
Leader Bldg., Cleveland. (4) 

WEBSTER, ForREST U., Mgr. Sls. Dev., 
The Union Metal Mfg. Co., 606 22nd 
St., N. W., Canton, O. (A) 

WEIHENMAYER, H. W., JR., Sales 
Pro. Mgr., L. H. Gilmer Co., Key- 
stone & Cottman Sts., Tacony, Phil- 
adelphia. (7) 
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WEISE, A. F., Mgr., MacRae’s Blue 
Book Company, 18 E. Huron St., 
‘hicago. (2) 

Veiss, C. G., Canadian Mining Jour- 
al, Gardenvale, Que., Can. (17) 
WELLS, CHESTER L., (Amer. Society 
For Metals), Box 24, Chester, Conn. 

(6) 

WENSLEY. ROGER L., Pres., G. M. Bas- 
ford Co., 60 E. 42nd St., New York. 
(6) 

WERNER, C. E., Adv. Mgr., Galland- 
Henning Mfg. Co., 2753 S. 31st St., 
Milwaukee. (5) 

WERNERT, R. J., Photo Retoucher & 
Layout, Union Switch & Signal Co., 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

WESSINGER, LEWIS H., Pres., Foltz- 
Wessinger, Inc., 26 W. Orange St., 
Lancaster, Pa. (16) 

West, A. K., Adv. Megr., Climax 
Molybdenum Co., 500 Fifth Ave., 
New York. (6) 

WEsT, JOHN R., Pres., West & Asso- 
ciates, Inc., 102 N. Brand Blvd., 
Glendale, Calif. (A) 

WEsTON, R. B., Asst. Adv. Mer., Ethyl 
Gasoline Corp., 405 Lexington Ave., 
New York. (6) 

WETZEL, ARTHUR A., Pres., Wetzel 
Bros., 444 N. Broadway, Milwaukee. 
(A) 

WETZEL, Ray L., Adv. Director, The 
Dayton Rubber Mfg. Co., Dayton, 
O. (A) 

WHEELER, AL, Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 16 S. Broad St., 
Philadelphia. (7) 

WHEELER, R. A., Mgr. of Publicity, 
Nickel Sales Dept., The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 

WHELAN, JOHN J., Bus. Mgr., House 
Furnishing Review, 1170 Broadway, 
New York. (6) 

WHIPPLE, GEORGE F., Whipple Tech- 
nical Libraries, 50 Beacon St., Bos- 
ton. (1) 

‘WHITE, DONALD H., Vice-Pres., Tex- 
tile Age, 80 Boylston St., Boston. 
(1) 

WHITE, HARM, Vice-Pres., Carpenter 
Adv. Co., Citizens Bldg., Cleveland. 
(4) 

WHITE, JAMES R., Pres., Rickard & 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

WHITELEY, H. C., (Industrial Equip- 
ment News), 15 Channing Road, 
Newton Centre, Mass. (1) 

WHITMORE, WILL, Advertisement Su- 
pervisor, Western Electric Co., 195 
Broadway, New York. (6) 

*WiaARDA, (Miss) JOAN TRUMBOUR, 
Adv. Mgr., Metal Industry, 116 
John St., New York. (6) 

WIBLE, ELMER T., Adv. Mgr., Pitts- 
burgh Steel Co., Grant Bldg., Pitts- 
burgh. (8) 

Witcox, ArMouR D., Jr., Pres., Al- 
lied Display Crafts, 3201 Forbes 
St., Pittsburgh. (8) 

WILDE, W. H., No. Calif. Mgr., The 
McCarty Co., 116 New Montgomery 
St., San Francisco. (18) 

WiLey, B. G., Asst. Gen’] Sales Mgr., 
All-Steel-Equip Co., Inc., Aurora, 
Ill. (2) 

WILKINSON, HENRY H., Adv. Megr., 
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The Permutit Co., 330 W. 42nd St., 
New York. (6) 

*WILLcox, A. M., A. M. Willcox & 
Associates, 420 Lexington Ave., 
New York. (6) 


*WILLcox, L. G., MacRae’s Blue Book 
Company, 18 E. Huron, Chicago. 
(2) 

*WILLIAMS, CHAUNCEY L., Vice-Pres., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (6) 

*WILLIAMS, D. E., Vice-Pres., Texas 
Contractor, 507 Construction Bldg., 
Dallas, Tex. (A) 


*WILLIAMS, FRED S., Western Mer., 
Thomas Publishing Company, 20 W. 
Jackson Blvd., Chicago. (2) 

WILLIAMS G. C., Adv. Megr., North- 
west Engineering Co., 28 East Jack- 
son Blvd., Chicago. (2) 


WILLIAMS, GILBERT H., Federal Ad- 
vertising Agency, Inc., 444 Madison 
Ave., New York. (6) 

*WILLIAMS, JOHN M., Vice-Pres., F. 
W. Dodge Corp., 119 W. 40th St., 
New York. (6) 

WILLIAMS, JOSEPH H., Adv. Megr., 
Sangamo Electric Company, 539 
Sangamo Ave., Springfield, Ill. (9) 

WILLIAMS, RALPH E., Sec’y-Adv. 
Mgr., B. F. Gump Co., 431 S. Clin- 
ton St., Chicago. (2) 

*WILLIAMSON, M. A., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

*WILLOUGHBY, LLOYD, Mill & Factory, 
333 N. Michigan Ave., Chicago. 
(12) ‘ 

WILLs, Roy, Adv. Megr., Shovel & 
Crane Div., Lima _ Locomotive 
Works, Inc., Lima, O. (A) 

WINANS, T. C., Adv. Mgr., A. M. 
Byers Co., Clark Bldg., Pittsburgh. 
(8) 

WINSLow, C. H., Adv. Megr., Cuno 
Engineering Corp., 30 S. Vine, Mer- 
iden, Conn. (A) 

WINSLow, H. B., Sales Pro. Mgr., H. 
H. Robertson Company, 2400 Farm- 
ers Bank Bldg., Pittsburgh. (8) 

WINSLOW, RALPH, Asst. Adv. Mer., 
Armstrong Cork Company, Lancas- 
ter, Pa. (A) 

*WINSOR, WILLIAM P., Bus. Megr., 
Metals and Alloys, 330 W. 42nd St., 
New York. (6) 

WISCHERATH, LAMBERT J., Adv. & 
Sales Pro. Mgr., Buffalo Foundry 
& Machine Co., 1543 Fillmore Ave., 
Buffalo, N. Y. (A) 

*WIsE, LoUIS EDWARD, Representative, 
Jahn & Ollier Engraving Co., 604 
Penn Ave., Pittsburgh. (8) 

*WITHEROW, KENNETH C., Republic 
Bank Note Co., 3115 Forbes St., 
Pittsburgh. (8) 

Witt, A. O., Mgr. Sales Pro., 
Schramm, Inc., West Chester, Pa. 
(7) 

Witt, W. L., Crane Co., 836 S. Mich- 
igan Ave., Chicago. (2) 

Wotaver, E. D., E. D. Wolaver, Adv. 
Agency, 750 Prospect Ave., Cleve- 
land. (4) 

WoLFre, RALPH L., Pres., Wolfe-Jick- 
ling-Dow, Inc., 3630 West Fort St., 
Detroit. (12) 

Wotrr, D. A., Sales Pro. Mgr., Ed- 
win L. Wiegand Company, 7500 
Thomas Blvd., Pittsburgh, (8) 

Wo.rr, Ep, Proprietor, Ed Wolff & 








Associates, 428 Taylor Bldg., Roch- 
ester, N. Y. (A) 

Wo LFF, WILLIAM A., Adv. Mgr., West- 
ern Electric Co., 195 Broadway, 
New York. (6) 

Woop, B. H., Adv. Mgr., The Terry 
Steam Turbine Co., P. O. Box 1200, 
Hartford, Conn. (6) 

Woop, RosBert F., Adv. Mgr., The Au- 
tocar Co., Ardmore, Pa. (7) 

Woop, R. LEE, Pro. Mgr., Barnes & 
Reinecke, 664 N. Michigan Ave., 
Chicago. (2) 

WOooDALL, W. P., The W. P. Woodall 
Co., 153 Waverly Place, New York. 
(6) 

Woops, MERRILL J., Pres., The Mer- 
rill J. Woods Adv. Co., 1105 Inland 
Bidg., Indianapolis. (15) 

WORDEN, L. D., Asst. Sales Mgr., Ind. 
Div., Morse Chain Co., 7601 Central 
Ave., Detroit. (12) 

*WRAY, EDWARD, Publisher, Railway 
Purchases and Stores, 9 S. Clinton 
St., Chicago. (2) 

*WREDE, Louis H., Eastern Megr., Na- 
tional Engineer, 509 Fifth Ave., 
New York. (6) 

WRIGHT, A. E., Adv. Mgr., The Elec- 
tric Furnace Co., Salem, O. (10) 
WRIGHT, EpGaR F., Adv. Mgr., Mono 
Service Co., 439 Oraton St., New- 

ark, N. J. (11) 

WRIGHT, GEORGE B., Adv. Mgr., Nash 
Engineering Company, South Nor- 
walk, Conn. (6) 

WriGuatT, H. L., Chief Engineer, Cur- 
tis Lighting of Canada, Ltd., 260 
Richmond St., W., Toronto, Ont., 
Can. (14) 

WRIGHT, MALCOLM K., Adv. Mgr., The 
Baldwin Locomotive Works, Pa- 
schall Post Office, Philadelphia. (7) 

WricHT, NortH A., Adv. Mgr., Lib- 
bey-Owens-Ford Glass Co., Nich- 
olas Bldg., Toledo. (13) 

*WRIGLEY, WESTON, Wrigley Publica- 
tions, Ltd., 137 Wellington St., W., 
Toronto, Ont., Can. (14) 

WutLrr, C. F., Sec’y, The Kirk & Blum 
Mfg. Co., 2838-52 Spring Grove 
Ave., Cincinnati. (3) 

*WyNkoop, N. O., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Wyss, F. O., Publicity Mgr., Bucyrus- 
Erie Co., South Milwaukee, Wis. 


(5) 
Y 

YARLINE, F. W., Sales Mgr., Bodine 
Electric Company, 2254 W. Ohio 
St., Chicago. (2) 

*YEAGER, R. R., Advertisers Display 
& Exhibits, Inc., 412 S. Sixth St., 
St. Louis. (9) 

Yorks, S. H., Bethlehem Steel Com- 
pany, Bethlehem, Pa. (6) 

Younc, Curtis, Wagner Electric 
Corp., 6400 Plymouth, St. Louis. 
(9) 

*YouNG, J. WILSON, Adv. Mgr., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

Younc, RALPH L., The DeLaval Sep- 
arator Co., 165 Broadway, New 
York. (6) 

YounGc, TRUMAN, Adv., Pyrene Mfg. 
Co., 560 Belmont Ave., Newark, 
N. J. (11) 

YouncG, V. R., Adv. Dept., Canadian 
General Elec. Co., Ltd., 212 King 
St., W., Toronto, Ont., Can. (14) 





75 









NIAA Membership Roster 

Younes, Eart R., Asst. Adv. Mgr., 
The Toledo Pipe Threading Machine 
Co., 1445 Summit St., Toledo. (13) 

Z 

*ZABRISKIE, RUSSELL J., Nat’l Adv. 
Mer., Newark Evening News, 217- 
221 Market St., Newark, N. J. (11) 

*ZELLNER, JOHN, Adv. Prom., Hodes- 


NIAA Membership by 


A 


ABBOTT BALL BEARING Co.: J. How- 
ard Donahue. 

ABRASIVE Co.: Dudley S. Saurman. 

ACKLIN STAMPING Co.: James M. 
Acklin. 

ACTON Burrows Co.: Aubrey A. Bur- 
rows. 

ADAM ELEcTRIC Co., FRANK: Arthur 
Koehler. 

ADAMS Co., J. D.: E. E. Christena. 

Ap-ArT Stupios: John G. Buehl. 

ADVERTISERS DISPLAY & EXHIBITs, 
Inc.: R. R. Yeager. 

ADVERTISING PUBLICATIONS, INC.: G. 
D. Crain, Jr.; Marvin D. Hicks; 
Ralph O. McGraw; Edwin F. 
Thayer. 

ADVERTISING SERVICE, INC.: M. E. 
Louth. 

AGE PUBLICATIONS, LTD.: E. R. 
Gauley. 

AHRENS PuBL. Co., INc.: Don Nichols. 

AIR-MAZE Corp.: Francis M. Paul. 

AtrR RepucTION SALES Co.: William 
M. Hayes; G. Van Alstyne. 

AJAX FLEXIBLE COUPLING Co.: Wayne 
Belden. 

ALLAN & Son, A.: William T. Allan. 

ALLEGHENY LITHOGRAPH Corp.: E. 
W. Boynton. 

ALLEGHENY LUDLUM STEEL CORP.: U. 
B. Templeton. 

ALLEY & RICHARDS Co.: Harry M. 
sillerbeck; George A. Little. 

ALLIED DISPLAY CRAFTS: Armour D. 
Wilcox, Jr. 

ALLIED PHOTO-ENGRAVING Co.: J. H. 
Morrow. 

ALLING & Cory Co.: Forrest C. Lydic. 

ALLIs Co., Louts: Van B. Hooper. 

ALLIS-CHALMERS Mra. Co.: A. K. 
Birch; George J. Callos; A. F. Me- 
Graw; W. D. Shannon. 

ALL-STEEL-Equip Co., INc.: B. G. 
Wiley. 

ALLWORK, RONALD. 

ALUMINUM Co, OF AMERICA: Palmer 
Kalsem. 

ALVEY-FERGUSON Co.: Malcolm Mac- 
Pherson. 

AMALGAMATED ELec. Corp., LTtTp.: 
Fred C. Eley. 

AMBLER, R. J., INDUSTRIAL ADVERTIS- 
ING: R. J. Ambler. 

AMERICAN CHAIN & CABLE Co., INC.: 
E. A. Creagh. 

AMERICAN CITY MAGAZINE CORP.: 
George S. Conover; Myron Mac- 
Leod. 

AMERICAN COATING MILLS, INC.: Wal- 
ter E. Elliott. 

AMERICAN FLANGE & Mrc. Co.: Wil- 

liam B. Hannum, Jr. 
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Daniel, Inc., 381 Fourth Ave., New 
York. (6) 

ZERWECK, CARL E., Graham Paper 
Co., 1014 Spruce St., St. Louis. (9) 

ZIEME, CARL H., Service Engineer, Re- 
public Rubber Div., Lee Tire & Rub- 
ber Corp., Youngstown, O. (10) 

ZOLLNER, K. A., Adv. Mgr., Wickwire 
Spencer Steel Co., 500 Fifth Ave., 
New York. (6) 


Company Affiliations 


AMERICAN FLOOR SURFACING MACHINE 
Co.: L. F. Steele. 

AMERICAN FOUNDRY EQUIPMENT Co.: 
A. E. Lenhard. 

AMERICAN GAS ASSO.: 
Smith, Jr. 

AMERICAN GAS FURNACE Co.: Elmer 
C. Cook. 

AMERICAN GAS SERVICE Co.: W. B. 
Montague. 

AMERICAN INSTITUTE OF MINING AND 
METALLURGICAL ENGINEERS: John 
T. Breunich. 

AMERICAN LAUNDRY MACHINERY Co.: 
R. C. Caine; George G. Rups. 

AMERICAN LOCOMOTIVE Co.: H. J. 
Downes. 

AMERICAN MACHINE & FouNDRY Co.: 
R. G. Sutherin. 

AMERICAN MACHINES & METALS Co.: 
R. W. Denman. 

AMERICAN METAL MARKET Co.: R. A. 
Langer. 

AMERICAN MINING CONGRESS: Rich- 
ard J. Lund. 

AMERICAN PAINT JOURNAL Co.: A. F. 
Voss. 

AMERICAN PULLEY Co.: Robert Sharp, 
2nd. 

AMERICAN ROLLING Mitt Co.: Ben- 
nett Chapple; William E. McFee; 
Harry V. Mercer. 

AMERICAN SOcIETY OF CIVIL ENGI- 
NEERS: W. L. Glenzing. 

AMERICAN SOCIETY FOR 
Chester L. Wells. 

AMERICAN SOCIETY OF MECHANICAL 
ENGINEERS: Glenn H. Eddy; Fred- 
erick Lask. 

AMERICAN STEEL & WIRE Co.: Wil- 
mer H. Cordes; R. M. Peterson; C. 
N. Schmidt. 

AMERICAN TYPE FOUNDERS, INC.: 
Frederick B. Heitkamp. 

AMERICAN WATER WorKS & ELEC. 
Co.: Fletcher D. Dodge. 

ANACONDA COPPER MINING Co.: Jo- 
seph N. McDonald. 

ANACONDA WIRE & CABLE Co.: Wal- 
ter L. Funnell; E. F. Luna. 

ANFENGER ADVERTISING AGENCY, INC.: 
J. C. McEwen. 

ANGUS COMPANY, INC.: 
Deily, Jr. 

APPALACHIAN COALS, INc.: T. A. Day. 

APPLETON ELectric Co.: Carl A. 
Bloom. 

ArRMcO CULVERT Mrrs. Asso.: Wal- 
ter H. Spindler. 

ARMCO INTERNATIONAL Corp.: R. A. 
Brayton. 

ARMSTRONG, GORDON. 

ARMSTRONG CorRK Co.: Ralph Wins- 
low. 


ArRRICK Co.: D. C. Arrick. 


Harry W. 


METALS: 


Charles H. 


ARROW PRESS CorP.: Edward J. 
Murphy. 

ART-CRAFTS ENGRAVING Co.: J. M. 
Kaiser. 

ASSOCIATED BUSINESS PAPERS, INC.: 
Schuyler Hopper; Judd Payne. 

ASSOCIATED SCREEN NEws, LTpD.: Wil- 
liam J. Singleton. 

ASSOCIATION OF IRON AND STEEL EN- 
GINEERS: James D. Kelly; James 
R. Scott. 

ATKINS & Co., E. C.: M. W. Dallas. 

ATLAS LITHOGRAPHING Co.: H. B. 
Shute. 

ATLAS LUMNITE CEMENT Co.: Ger- 
ald T. Haddock. 

ATLAS POWDER Co.: John Swenehart. 

AUDIT BUREAU OF CIRCULATIONS: O. 
C. Harn 

AUSTIN-WESTERN ROAD MACHINERY 
Co.: H. F. Barrows; R. G. Lund. 

AUTOCAR Co.: Robert F. Wood. 

AVEY DRILLING MACHINE Co.: D. A. 
Patterson. 

AYER & Son, INc., N. W.: L. G. 
Watson. 


B 

Bascock & WiLcox Co.: W. A. 
Cather; Charles M. Neighbors; W. 
E. Roth. 

BABCOX PUBLICATIONS, INc.: John 
M. Pittenger. 

BACON, RALPH W. 

BAILEY METER Co.: E. B. Bossart. 

BAKELITE CorpP.: Robert J. Barbour; 
Allan Brown; Don Masson. 

BAKER & Co.: William A. Burnette. 

BAKER-ASHDOWN, LTpD.: H. G. Ash- 
down. 

BALDWIN, WILLIAM H.-BEACH, BREW- 
STER S.: W. R. E. Baxter. 

BALDWIN BELTING & LEATHER CoO., 
INc.: Preston de G. Baldwin. 

BALDWIN LOCOMOTIVE WoRKS: Mal- 
colm K. Wright. 

BALDWIN-SOUTHWARK Corp.: Graham 
Rohrer. 

BALTIMORE ASSOCIATION 
MERCE: L. H. Denton. 

BALZARI & STAFF, R. A.: R. A. Bal- 
Zari. 

BARNES Co., W. F. & JOHN: George 
R. Holt. 

BARNES & REINECKE: R. Lee Wood. 

BARNETT Co., A. L.: Guy F. Barnett. 

BARRY-WEHMILLER MACHINERY CO.: 
William Nekola. 

BARTON PREss, INC.: Caleb Higgins. 

BASForD Co., G. M.: James C. Claw- 
son; G. P. Kurtz Willoughby S. 
Leech; W. F. Mulhall; Edward S. 
Pattison; W. H. Schink; Roger L. 
Wensley. 

Bassick Co.: Ralph D. Mount. 

BATTEN, BARTON, DURSTINE & Os- 
BORN, INC.: (Mrs.) Mabel Potter 
Hanford; T. R. Ringness. 

BauscH & LomsB OptTicaL Co.: Ru- 
dolph Miller. 

Bay City SHoveEts, INc.: A. W. 
Reidinger. 

BEAUMONT, HELLER & SPERLING, INC.: 
Robert F. Heller. 

BecK & WAbBL DISPLAYS: Jack Mce- 
Laughlin. 

BECKER, INC., WILLIAM H.: William 
H. Becker. 


or Com- 
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BENDIX - WESTINGHOUSE AUTOMOTIVE 
\rmkR BRAKE Co.: J. H. Stoneking. 

BENISON Co., LTD.: Volney Irons. 

BENJAMIN ELEcTRIC Mrc. Co.: Ru- 
lolf W. Staud. 

BENNETT & Co., FRANK P.: Frank P. 
Bennett, III; F. W. Robb, Jr.; An- 
drew A. Underwood. 

;eEpcoO CANADA, Ltp.: H. F. Clayton. 

BERGER Mrc. Co.: N. W. Sutmaier. 

BERNZOTT Stupros, A. J.: A. J. Bern- 

tt. 

BETHLEHEM STEEL Co.: S. H. Yorks. 

BIDDLE PRINTING Co., HOWARD: How- 
ard Biddle. 

BLACK & DECKER MrFc. Co.: 
\psey, Jr. 

;LAIKIE ADV. AGENCY, LTpD., DUNCAN 
S.: D. F. Blaikie. 

BLAKER ADVERTISING AGENCY: Sidney 
M. Sundell. 

3LANCHARD MACHINE Co.: 
Loudon. 

BLAW-KNox Co.: C. L. Byers; D. 
Clinton Grove; A. E. Hohman. 

BoDINE ELeEctTrRIc Co.: F. W. Yarline. 

BorFEY PUBLISHING Co., INc.: H. N. 
Pickett. 

30HNETT Co.: Walter R. Mason. 

BONNEY Force & Toot Works: S. R. 
Robinson. 

BostoN GEAR WoORKS, INC.: Carl A. 
Henline. 

BostTON NEWS BuREAvU: Arthur J. C. 
Underhill. 

Bott Co., ALFRED: Alfred E. Bott. 

BoURNE & ASSOCIATES, HENRY T.: 
Henry T. Bourne. 

BRADLEY WASH FOUNTAIN Co.: Gor- 
don Owen. 

BRAMSON PUBL. Co.: Roy Bramson. 

3RAY Co.: Len J. Bray. 

BRIDGEPORT MACHINE Co.: I. C. Law- 
less. 

BRISACHER & STAFF, Emit: A. M. 
Donnan. 

BRISTOL Co.: George P. Lonergan. 

BROOKE, SMITH & FRENCH, INC.: 
Charles W. Brooke. 

Brooks Co.: Barton J. Haggard. 

BrRowN & SHARPE Mrc. Co.: John P. 
Burdick. 

BROWN & ASSOCIATES, INC., W. ELL- 
zEY: H. P. Sigwalt. 

BROWN INSTRUMENT Co.: J. F. Sul- 
livan. 

BRYANT HEATER CO.: 
Schwartz. 

BUCHAN LOOsE LEAF REcoRDsS Co.: 
George H. Buchan; W. Heyburn 
King; R. A. Stewart; Ernest A. 
Thesieres. 

BUCHANAN & Co., INc.: Frederick W. 
Apgar. 

BUCHEN Co.: W. R. Ceperly; Leon 
Morgan; Howard W. Rose; Henry 
W. Tymick. 

BUCKERIDGE & ASSOCIATES, J. O.: 
Archer Bogue. 

BUCKLEY, DEMENT & Co.: Homer J. 
Buckley. 

BUCKLEY ORGANIZATION, EARLE A.: 
Earle A. Buckley. 

Bucyrus-ErRIE Co.: Arnold J. An- 
drews; F. O. Wyse. 

BuDA Co.: Russell R. Hughes. 


J. F. 


H. A. 


Arnold E. 
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BUFFALO FOUNDRY & MACHINE Co.: 
Lambert J. Wischerath. 
BUILDING PrRopDUCTS, LTD.: 
Lepiez. 

BULL Dog ELEcTRIC PRopUCTs Co.: 
E. R. Dunn. 

BULLARD Co.: R. C. Bullard. 


A. J. 


BURBANK & Co., S. H.: Frank C. 
Goldner. 
BURTON PuBL. Co.: Maleolm  V. 


Burton. 
BUSINESS PUBLISHERS INTERNATIONAL 
Core: John Abbink. 
BUSSMANN Mpc. Co.: H. 
Thomas. 
BUTTENHEIM-DIX PUBL. CorRP.: Don- 
ald V. Buttenheim; Tom Dix. 
Byers Co., A. M.: T. C. Winans. 
BYERS MACHINE Co.: E. T. Geddes. 


von P. 


Cc 
CALCO CHEMICAL Co., INc.: Allan B 
Clow. 
CALDWELL-BAKER Co.: Howard C. 
Caldwell. 


CALIFORNIA CORRUGATED CULVERT Co.: 
R. T. Reinhardt. 

CANADA CEMENT Co., Ltp.: H. S. Van 
Scoyoc. 

CANADA STARCH Co., LTD.: 
E. Stephenson. 

CANADA WIRE & CABLE Co., Ltp.: J. 
K. Bradford. 

CANADIAN CONSTRUCTION Asso.: M. 
T. Horning; E. J. L. Stinson. 

CANADIAN DIESEL POWER & TRACTION: 
William Wallace. 

CANADIAN ENGINEERING ‘PUBLICA- 
TIONS, LTp.: N. E. D. Sheppard. 

CANADIAN FAIRBANKS - MORSE CoO., 
LTpD.: John O. Pitt. 
CANADIAN GENERAL ELEcTRIC CoO., 
Ltp.: L. B. Hicks; V. R. Young. 
CANADIAN INDUSTRIES, LTp.: B. W. 
Keightley; D. W. Kelley. 

CANADIAN INGERSOLL-RAND Co., LTD.: 
A. P. Darcel; F. A. McLean. 

CANADIAN INSTITUTE OF MINING AND 
METALLURGY: L. C. Hazelton. 

CANADIAN JOHNS-MANVILLE Co., LTD.: 
H. A. Kayes. 

CANADIAN LINE MATERIALS, LTD.: 
Harry H. Camm; L. E. Messinger. 

CANADIAN LIQUID AIR Co., LTD.: Er- 
nest Harris; J. S. Moss. 

CANADIAN MANUFACTURERS’ Asso.: D. 
B. Gillies. 

CANADIAN 
Calvin. 

CANADIAN WESTINGHOUSE Co., LTD.: 
John A. M. Galilee. 

CARBOLOY Co.: E. C. Howell. 

CARBORUNDUM Co.: Francis D. Bow- 
man. 

CAREY Co., PHILIP: C. D. Easton. 

CARNEGIE-ILLINOIS STEEL CoRP.: G. 
Reed Schreiner. 

CARPENTER ADv. Co.: Harm White. 

CARPENTER STEEL Co.: Frank R. 
Palmer. 

CARTER CARBURETOR CORP.: 
Bolan. 

CASE-SHEPPERD-MANN PUBL. Co.: Al- 
fred J. Houghton; Karl M. Mann. 


Harold 


VICKERS, LTp.: R. N. 


Cc. W. 


Cassier Co., Lrp., Louis: Gerald 
King. 
CATERPILLAR TRACTOR Co.: T. W. 


Fahey; G. W. Monfort. 
CAXTON Co.: R. E. Bandelow. 


CENTRAL FOUNDRY Co.: C. W. Stack- 
house. 

CENTURY ELECTRIC Co.: 
Imes; Anthony Neher. 

CHAIN BELT Co.: George Herberv 
Pfeifer. 

CHAMPION PAPER & FIBRE Co.: Frank 
Gerhart; Alexander Thomson, Jr. 
CHANCE Co., A. B.: H. A. Houston. 
CHANDLER-BoypD Co.: William F. 

Viehman, Jr. 

CHAPIN PuBL. Co.: Frank R. Cook. 
CHATFIELD & Woops Co. oF PA.: D. 
J. Coullie; W. F. Doyle. 
CHERRY-BURRELL CORP.: W. 

Ewen. 

CHICAGO BRIDGE & IRON Co.: Milo E. 
Smith. 

CHICAGO MOLDED PRODUCTS 
John Bachner; H. D. Payne. 

CHILTON Co.: Charles S. Baur; A. 
R. Eckel; E. E. Elder; Will J. Fed- 
dery; Emerson Findley; W. J. Fitz- 
gerald; Fritz J. Frank; Joseph 
Geschelin; George H. Griffiths; Jo- 
seph §S. Hildreth; H. K. Hotten- 
stein; H. E. Leonard; Peirce Lewis; 
Chester H. Ober; W. B. Robinson; 
William F. Sherman. 

CHIRURG Co., JAMES THOMAS: J. T. 
Chirurg; George A. Frye. 

CINCINNATI BICKFORD Toot Co.: R. N. 
Piper. 

CINCINNATI CORDAGE & PAPER Co.: 
Isaac C. Moermond. 

CINCINNATI MILLING MACHINE Co.: 
Norman L. Hanna; Herman L. 
Klein; Charles M. Reesey. 

CINCINNATI PROCESS ENGRAVING Co.: 
Fred W. Meyer. 

CINCINNATI SHAPER Co.: A. G. Baum- 
gartner. 

CINCINNATI Too Co.: J. A. Gardner. 

CLARK CONTROLLER Co.: Ernest C. 
Roberts. 

— Mre. Co., J. L.: W. R. Frank- 
In. 

CLARK PUBL. Co.: Roy Carey; Junius 
M. Smith. 

CLARK EQUIPMENT Co.: 
Clark. 

CLEVELAND CRANE & ENGINEERING 
Co.: John R. Booher. 

CLEVELAND ENGRAVING Co.: John S. 
May. 

CLEVELAND PNEUMATIC TooL Co.: E. 
L. Oldham. 

CLEVELAND Rock DriLtt Co.: E. L. 
Oldham. 

CLEVELAND TWIST DRILL Co.: George 
E. Corey. 

CLIMAX MOLYBDENUM Co.: 
West. 

COATES, WILLIAM E. 

COCHRANE Corp.: S. D. Distelhorst. 

Cotuins Mrc. Co., A. M.: (Miss) Mil- 
dred Poehlmann. 

COLONY PRESS: Thomas J. Devery. 

COLUMBIA ALKALI Corp.: H. L. 
Poulton. 

COLUMBIA STEEL Co.: H. J. Bennett. 
COMBUSTION ENGINEERING Co., INC.: 
Charles McDonough. 
COMBUSTION PUBL. CO.: 

Acheson. 

COMBUSTION UTILITIES, INC.: 
Breckenridge. 

COMMERCIAL ADVERTISING AGENCY, 


Oliver S. 


R. Me- 


CorRP.: 


Ezra W. 


A. K. 


H. Stuart 
é & 
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Inc.: W. I. Brockson; E. A. Geb- 

hardt. 

COMMERCIAL LETTER, INC.: 
Lehleitner. 

COMPLETE SERVICE PUBL. Co.: W. H. 
Sanderson. 

COMPRESSED AIR MAGAZINE Co.: Jo- 
seph F. Kenney; J. Wilson Young. 

CONOVER-MAST CorRP.: Harvey Con- 

over; B. P. Mast; A. M. Morse; Ed- 


G. J. 


ward M. Stanley; Lloyd Wil- 
loughby. 
CONSTRUCTION DIGEST: Fred G. 
Johnston. 


CONTAINER CoRP. OF AMERICA: Ed- 
gerton A. Throckmorton. 

CONTINENTAL-DIAMOND FimprRe Co.: 
Nelson W. Sieber. 

CONTINENTAL STEEL CORP.: 
DeLo. 

Co-OPERATIVE DispLAys, INC.: J. E. 
Baxter. 

COOPER-BESSEMER CorP.: E. R. Bon- 
nist. 

COPPERWELD STEEL Co.: Edmund D. 
Kennedy. 

CORNELL UNIVERSITY, Harry J. Lo- 
BERG. 

CRAFTSMAN PRINTING Co.: Jack Doss- 
man. 

CRANE Co.: H. H. Simmons; W. L. 
Witt. 

CRANE, LTp.: G. F. Simpson. 

CREAMERY PACKAGE Mrc. Co.: J. H. 
Godfrey. 

CROCKER-WHEELER ELEC. Mra. Co.: 
Nicholas Gassaway. 

CROLL-REYNOLDS ENGINEERING CO., 
INc.: D. H. Jackson. 

CROMPTON & KNOWLES LOOM WorRKs: 
John Richardson. 

CROUSE-HINDs Co.: F. Ware Clary. 

CROWN CorRK & SEAL Co.: N. D. 
Grasty. 


J. A. 


CRUCIBLE STEEL Co. OF AMERICA: 
Gordon Tuthill. 

CRYSTAL TISSUE Co.: Richard E. 
King. 

CUMMINS ENGINE Co.: P. E. Let- 
zinger. 


CUNO ENGINEERING Corp.: C. H. 
Winslow. 


CurTIs LIGHTING Co. OF CANADA, 
Ltp.: H. L. Wright. 


CURTIS PNEUMATIC MACHINERY COoO.: 
L. C. Blake. 


Curtiss, INC., SPENCER W.: Spencer 
W. Curtiss. 
CUTLER-HAMMER, INC.: L. P. Niessen. 


D 
DARLING VALVE & Mrc. Co.: Marshall 
L. Hough. 


DAUGHERTY, INC., JIMM: Hans G. 
Bloch. 


Davies & McKINNEY: A. J. Davies. 
DAViS PREss, INC.: Rae M. Spencer. 
DAVIS REGULATOR Co.: R. A. Peterson. 


- AND NIGHT PREss: Charles Gothe, 
r. 


DAYTON Pump & Mrc. Co.: Harry 
Rothermel. 


DAYTON RUBBER MFc. Co.: Jack Her- 
shey; Ray L. Wetzel. 
DEERE & Co.: H. M. Railsback. 


DELTA MFc. Co.: Walter E. Schutz; 
James Tate. 
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DELAVAL SEPARATOR Co.: Ralph L. 
Young. 

DEMING Co.: L. H. Taylor. 

DENHAM & Co.: Athel F. Denham; 
Alfred B. Hard. 

DENO & GODDARD Co.: Norman Deno. 

DENVER EQUIPMENT Co.: John N. 
Cronk. 

DETROIT Bett LAcER Co.: Alfred E. 
Hambly. 

DETROIT REX PRODUCTS Co.: George 
W. Walter. 

D’EVELYN & WapsSworTH, INC.: Nor- 
man F. D’Evelyn. 

DEVORN & Associates, A. C.: Arthur 
C. DeVorn. 

DIAMOND CHAIN & Mpc. Co.: H. L. 
Martin. 
DIAMOND STATE FIBRE Co. OF CANA- 
DA: A. G. Ballard. 
DICKIE-RAYMOND, INC.: 
Leason. 

DIEHL Mrc. Co.: Harold W. Kloth. 

DIESEL PUBLICATIONS, INc.: William 
J. Gibson. 

Dirco LABORATORIES, INC.: H. A. Bur- 
nett, Jr. 

Dit & CoLuIns Co.: W. 
Kamp. 

Drrect Main Service Co.: Harry I. 
Berle; I. H. Bloom. 

Disston & Sons, INc., HENRY: Wal- 
ter H. Gebhart. 

DITZLER CoLor Co.: Lloyd R. Vivian. 

Dixie Press: James I. Dudley. 

DOBECKMUN Co.: P. S. Manley. 

Dopce Corp., F. W.: A. D. Becker; 
Louis A. Cleaver; E. T. Eyler; Roy 
J. Hard; Moses King; George H 
Partridge; Claude B. Riemersma; 
H. F. Thomas; Thomas A. Tred- 
well; Chauncey L. Williams; John 
M. Williams. 

DopcEeE Mra. Corp.: W. W. French. 

DOLE VALVE Co.: Stuart G. Phillips. 

—“—~y Co., JOHN C.: Charles V. Al- 
en. 

DOMINION ENGINEERING Co., LTp.: C. 
W. Davis. 

DOMESTIC ENGINEERING Co.: H. J. 
Carr; J. U. Farley; R. V. Sawhill. 

DOMINION OXYGEN Co., LTp.: Donald 
N. Griffiths. 

DONAHUE & CoE, INC.: Rufus Choate. 

DONNELLEY & Co., LEE: Lee E. Don- 
nelley. 

Dorr Co., INc.: Anthony Anable. 

DosIE & JOHNSON Co.: Elmer L. Stein. 

DOWNINGTON IRON WORKS: Ashmore 
C. Johnson. 

DOYLE, KITCHEN & McCormick, INc.: 
George C. Taylor. 

DoOZIER-GRAHAM-EASTMAN Co.: Sam- 
uel C. Eastman. 

DRAPER CorP.: W. H. Chase. 

DraAvo Corp.: F. C. Cole. 

DRESSER Mrc. Co.: O. M. Anderson. 

DRESSER Mrc. Co., Ltp., D. B. Mce- 
Williams. : 

DRIVER-HARRIS Co.: (Miss) G. V. Cor- 
bett. 

DuMoRE Co.: R. L. Hamilton. 

DUNHAM Co., LTp., C. A.: Donald Mc- 
Crimmon. 

DuPont De Nemours & Co., E. I.: R. 
A. Applegate. 

DuRIRON Co., INc.: Dwight Spofford. 

Dyer & Co., R. C.: R. C. Dyer. 


Edwin E. 


R. Kort 





E 


ECONOMIC AND INDUSTRIAL SURVEYS: 
Leonard S. Horner. 

ECONOMICS LABORATORY, INC.: S. A. 
Osborn. 

EcoNOoMY Fuse & Mrc. Co.: A. L. 
Eustice. 

Eppy Press Corp.: Homer B. Kline; 
Julius Schmidt. 

EpIson, INc., THOMAS A.: K. W. 
Bailey; John F. Coakley. 

EDWARD VALVE & Mre. Co., INc.: W. 
F. Crawford. 

ELECTRIC FURNACE Co.: A. E. Wright. 

ELECTRIC SERVICE SUPPLIES Co.: L. B. 
Gawthorp. 

ELECTRICAL PUBLICATIONS, INC.: 
Thomas S. Hudson. 

ELLIOTT ADVERTISING AGENCY: Roy D. 
Elliott. 

ELLIoTT Co.: C. W. Kalbfus. 

ELWELL-PARKER ELEC. Co.: C. B. 
Cook. 

ENGLISH ELEcTRIC Co. OF CANADA, 
Lrp.: E. C. Perley. 

EQUIPMENT DIGEST PUBL. Co.: Brad- 
ley R. Baker; John Henry; F. O. 
Rice; J. H. Robison. 

ERIE RAILROAD: C. C. Howard. 

EscaR MOTION PICTURE SERVICE, INC.: 
Earl P. Carpenter. 

ESPIE PRINTING Co., Ltp.: Robert Es- 
pie. 

ETHYL GASOLINE Corp.: R. B. Weston. 

EvANS ASsSsocIATEs, INC.: W. H. Ev- 
ans. 

Evans, NYE & HARMON, INc.: Robert 
L. Harmon. 

EVENING News Pus. Co.: Russell J. 
Zabriskie. 

Ex-Ce.Li-O Corp.: C. C. Mercer; Tom 
Moule. 


F 


FAIRBANKS, Morse & Co.: Harry Neal 
Baum. 

Fak Corp.: L. H. Billing. 

FALSTROM Co.: Clifford F. Lindholm. 

FANSTEEL METALLURGICAL CorpP.: Al- 
lan L. Percy. 

FARREL-BIRMINGHAM Co., INC.: T. V. 
Busk. 

FEDERAL ADVERTISING AGENCY, INC.: 
Gilbert H. Williams. 

FEDERAL-MocGuL CorpP.: Thomas J. 
Marshall. 

FEDERAL PrRopucts Corp.: I. A. Hunt. 

FELLOWS GEAR SHAPER CO.: Douglas 
T. Hamilton. 

FENSHOLT Co.: Norman D. Buehling. 

FEkGUSON Co., J. L.: Robert C. Fer- 
guson. 

FERRANTI ELECTRIC, LTD.: 
Brace; H. G. Dighton. 

FIRTH-STERLING STEEL Co.: R. T. 
Riffle. 


G. A. 


FISCHER EXHIBITS, INC.: Franklyn 
Fischer. 
FISHER SCIENTIFIC Co.: Howard 


Draving. 

Focc, WALTER S. 

FOLTZ-WESSINGER, INC.: Frederick S. 
Foltz; Lewis H. Wessinger. 

Forp Co., J. B.: T. S. Blair. 

Fort Pitt STEEL CASTING Co.: T. F. 
Dorsey. 

Foster Co., L. B.: J. H. Waxman. 

FOSTER WHEELER CorpP.: Frank Page. 
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FOWLER BECKER PUBL. Co., INc.: Leod 
D. Becker. 

Fox & MACKENZIE: W. A. Fox. 

Foxsoro Co.: Edward S. Lawson. 

FRASER PUBL. Co.: George E. Fraser. 

FrassE & Co., INc., PETER A.: Ber- 
ard Dolan. 

FRENCH & ASSOCIATES, OAKLEIGH R.: 
). R. French. 

FREYSTADT ASSOCIATES, INC., E. M.: 
Everett M. Freystadt. 

Frick Co.: G. Nelson Gingrich; Ter- 
ry Mitchell. 

FULLER & SMITH & Ross, INc.: Allen 
L. Billingsley; Donald L. Hague; 
Ralph Leavenworth; F. A. Lyman. 

FULTON SYLPHON Co.: Edward D. 
Rogers. 

G 

GAGE PUBL. Co.: L. C. Bassett; L. C. 
Fletcher; A. L. Marsh. 

GALLAND-HENNING MrFc. Co.: C. E. 
Werner. 

GARDNER ADVERTISING Co.: E. A. W. 
Schulenburg. 

GARDNER DISPLAYS Co.: William M. 
Gardner. 

GARDNER ELEcTRIC Mrc. Co.: D. G. 
Taylor. 

GARDNER PUBLICATIONS, INC.: Gran- 
ville M. Fillmore; Gene Schwar- 
ber. 

GARRISON MACHINE Works, INc.: R. 
P. Garrison. 

GAUSS, CHESTER A. 

GEARE-MARSTON, INC.: John E. Roo- 
ney. 

GENERAL ELEcTRIC Co.: C. A. Binns; 
Robert L. Gibson; F. S. Glazier; D. 
W. McCroskey; W. V. Merrihue; 
H. E. Merrill; P. C. Sowersby. 

GENERAL FIREPROOFING Co.: Ralph S. 
Gildart. 

GENERAL PLASTICcs, INC.: H. S. Spen- 
cer. 

GENERAL RapIo Co.: John M. Clayton. 

GENERAL RAILWAY SIGNAL Co.: Albert 
G. Moore. 

GEREKE-ALLEN CARTON Co.: Edward 
G. Gereke. 

GIBSON & PERIN Co.: Charles S. 
Marsh. 

GIBSON PuBL. Co.: David B. Gibson. 

GILCHRIST-WRIGHT, LTp.: Alex. Gil- 
christ. 

GILLETTE PUBL. Co.: J. M. Angell, Jr.; 
Bert C. Brumm. 

GILMAN, INc., A. S.: Harold E. 
Thompson. 

GILMER Co., L. H.: H. W. Weihen- 
mayer, Jr. 

GISHOLT MACHINE Co.: M. R. Cross- 
man. 

GITHENS-SOHL CorpP.: Frank B. Sohl. 

GITTINS ADVERTISING, BERT S.: George 
C. MeNutt. 

GLOBE STEEL TUBES Co.: G. H. Krohn. 

GLOBE-UNION, INC.: J. O. Ferch. 

GOODRICH RUBBER Co., B. F.: H. E. 
VanPetten. 

GORTON MACHINE Co., GEORGE: T. C. 
DuMond; George Gorton, III. 

GOULDsS Pumps, INc.: G. W. Cramer. 

GRAHAM PAPER Co.: Carl E. Zerweck. 

GRAPHIC ARTS ENGRAVING Co.: Wil- 
liam L. Sharp. 
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GRAPHIC COLORTYPE Corp.: A. R. Ham- 
ilton, Jr. 

GRATON & KNIGHT Co.: J. J. Slein. 

GRAVER TANK & Mpc. Co., INc.: Har- 
vey W. Blankenship, Jr. 

Gray & ASSOCIATES, CHARLES M.: 
Charles M. Gray. 

GRAY, INC., RUSSELL T.: J. R. Arm- 
strong; Waldo G. Schnell; Harvey 
A. Scribner. 

GRINNELL Co., INC.: L. F. Cashen; 
Harry A. Keene. 

GRISWOLD-ESHLEMAN Co.: Kenneth 
W. Akers; Lee Canfield; Richard 
W. Smith; W. A. Weaver. 

GUARDIAN ELECTRIC MFG. Co.: John J. 
Rowell. 

GROSE Co., W. J.: W. J. Grose. 

G. S. PxHoto-REportTs: Gustavus 
Sickles, Jr. 

GULF O1L Corp.: J. A. Burgess. Ben- 
ton W. S. Dodge. 

GULF PUBL. Co.: Randall E. Brooks; 
R. L. Dudley; H. G. Fitzpatrick; 
Dick Swinsky; Charles A. Wardley. 

Gump Co., B. F.: Ralph E. Williams. 


H 


HADLEY Co.: Harold Rosenquist. 

HAGAN Corp.: D. H. Bacon. 

HAGSTROM Co., INcC.: A. G. Hagstrom. 

HAIRE PuBL. Co.: John J. Whelan. 

HAMILTON GEAR & MACHINE Co.: C. 
B. Hamilton. 

HAMILTON Mrc. Co.: J. W. Christen- 
sen. 

HANDY & HARMAN: F. T. Van Syckel. 

HARNISCHFEGER CorRP.: Edward T. 
Slackford. 

Hart Co., W. M.: William M. Hart. 

HARTWIG Stupios, INc.: Walter Hart- 
wig. 

HASKINS Co., R. G.: P. M. Gardanier. 

HATCH ADVERTISING, G. E.: George E. 
Hatch. 

HAYNES ILLUSTRATOR, BRAD.: Brad- 
ley Haynes. 

Hays Corp.: Frederic I. Lackens. 

HAZARD ADVERTISING CorP.: John F. 
Hogan; Mack Leblang; Herbert P. 
Peck. 

H-B INSTRUMENT Co.: Norman Mc- 
Kinney. 

HEALD MACHINE Co.: Lewis Hastings. 

HEIL Co.: H. F. Pugh. 

HEINN Co.: Harry Ehman; A. F 
Meinhardat. 

HEINN-WERNER AUTO Parts Co.: D. 
J. Byrnes. 

HERCULES POWDER Co.: Montgomery 
R. Budd; Theodore Marvin. 

HERMAN & Co.: Lewis Herman. 

HEss PHOTOGRAPHING Co.: Leo Sar- 
naki. 

HeETTRICK MFrc. Co.: K. F. Radke. 

Hevi Duty ELeEctTrRIic Co.: Arthur H. 
Oberndorfer. 

HEWITT RUBBER CorP.: F. G. Cooban. 

HEYL & PATTERSON, INC.: J. H. Wax- 
man. 

HICKERSON, INc., J. M.: J. M. Hicker- 
son. 

Hix Co., W. S.: Vinton H. McClure; 
Allen K. Shenk. 

HILO VARNISH Corp.: K. C. Tucker. 

HINDE & DaucH PAPER Co.: P. C. 
Meelfeld. 

HITcHHCOCK PUBL. Co.: Warren Hoff- 
man; Robert C. Van Kampen. 


HIXON-PETERSON LUMBER Co.: Rich- 
ard C. Carr. 

HODES-DANIEL, INC.: John Zellner. 

Hoept Stupios, INc., W. H.: Harry E. 
G. Munch. 

HOLDEN, GRAHAM & CLARK, INCc.: Lan- 
sing Moore. 

HOMESTEAD VALVE Mrc. Co.: Elliott 
G. Johnson. 

HoMMEL Co., O.: A. J. Mittelhauser. 

HOPKINS, J. R. 

Horix Mrc. Co.: Frank B. Fairbanks. 

HORN, CRONE, HoRN, INc.: A. Nelson 
Horn. 

HorToN-Noyes Co.: Raymond C. R. 
Noren; Frederick C. Noyes. 

HOTSTREAM HEATER Co.: O. A. Reiter. 

HOUGHTON Co., E. F.: Douglas C. 
Miner. 

HoweE SCALE Co.: E. P. Vroome. 

HowELL PuBL. Co., INc., H. R.: Wil- 
liam F. George. 

Howes PuBL. Co.: A. P. Howes. 

Hoyt Co., CHARLES W.: James L. Ha- 
mar, Jr.; E. T. Nettleton. 

HUBBARD & Co.: Norman E. Sharp. 

HvuBER Mrc. Co.: A. W. Newby. 

HUGHES, WoLFF & Co.: F. A. Hughes. 

HUMBERT & JONES: Ralph C. Jones. 

Hunt Co., RoBerT W.: Robert N. Mac- 
alister. 

HUNTER PRESSED STEEL Co.: Robert 
E. Pent. 

HUTCHINS ADVERTISING Co., INC.: F. 
Irving Hutchins. 

HYATT BEARINGS DIVISION OF GEN- 
ERAL Motors SALES Corp.: Harry 
M. Carroll. 

HYGRADE SYLVANIA Corp.: J. R. Duffy. 


J 


IDEAL LETTER SERVICE: C. E. Ritter- 
holz. 

ILLINOIS TESTING LABORATORIES, INC.: 
M. D. Pugh. 

INDUSTRIAL ADVERTISING 
Ltp.: G. M. Smith. 

INDUSTRIAL GLOVES Co.: E. W. Beatty. 

INDUSTRIAL PHOTO-ENGRAVING CO.: 
Howard Dykman. 


INDUSTRIAL PRESS: Dwight Cook; Ed- 
ward K. Hammond; W. E. Robin- 
son. 

INGERSOLL-RAND Co.: William C. 
Cash; Linwood H. Geyer; Warren 
M. Hackenburg; A. W. Loomis; G. 
W. Morrison. 

INLAND STEEL Co.: Keith J. Evans. 

INSLEY MFG. Corp.: Ray Dorward. 

INsto Gas Corp.: Henry F. Belcher. 

INTERNATIONAL BALSA CorP.: Samuel 
E. Gold. 

INTERNATIONAL BUSINESS MACHINES 
Corp.: Arch Davis. 

INTERNATIONAL FILTER Co.: O. A. De- 
Celle; W. W. Hutton. 

INTERNATIONAL NICKEL Co., INC.: 
Kenneth Henderson; Harold Lar- 
sen; Robert L. Lloyd; M. J. Phil- 
lips; R. A. Wheeler. 

INTERSTATE SANITATION Co.: Allen T. 
Rooch. 

IRON FIREMAN Mre. Co.: R. E. Gunn. 


I 


JAAP-ORR Co.: Harry C. Jaap. 
JAEGER MACHINE Co.: O. G. Mandt. 
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JAHN & OLLIER ENGRAVING Co.: Louis 
Edward Wise. 

JEFFREY Mrc. Co.: J. X. Farrar. 

JEFFREY MrFc. Co., LtTp.: Thomas 
Hart. 

JENKINS ADVERTISING AGENCIES, WIL- 
LIAM: William Jenkins. 

JENKINS Bros: C. C. Chamberlain. 

JEWETT Co.: M. P. Robertson. 

JOHNS-MANVILLE CorpP.: William J. 
McKeon; Edward A. Phoenix; Gor- 
don F. Price. 

JOHNSON, GROVER J. 

JOHNSON BRONZE Co.: Eugene Scan- 
lon. 

JOHNSTON Co., WILLIAM G.: Edward 
H. Sutton. 

JOHNSTON & JOHNSTON, INC.: Carl 
T. Johnston. 

Joy Mr«. Co.: E. G. Middleton. 

JUDGE Stup1o: Jack M. Judge. 


K 


KAUFMAN & Fasry Co.: Julius Huff- 
man. . 

KEARNEY Corp., JAMES R.: Harry J. 
Fey; James R. Kearney, Jr.; C. F. 
Kistenmacher. 

KEARNEY CorP. OF CANADA, JAMES R.: 
G. A. Elliott. 

KEELING & Co., INc.: J. C. Anthony. 

KEELOR & STITES Co.: Phil Hume. 

KEENEY PuBL. Co.: Wallace J. Os- 
born. 

KELLER Co., GEORGE W.: George W. 
Keller. 

KELLEY, LTpD., RUSSELL T.: T. Stanley 
Glover. 

KENNY Press, INc.: J. F. Barry. 

KENYON & ECKHARDT: Harold W. 
Dearing; Carl Webb. 

KERLOW STEEL FLOORING Co.: A. K. 
Borden. 

KETCHUM, MACLEOD & GrRovE, INC.: 
Robert L. Forsythe, Jr.; Ernest T. 
Giles. 

KEWAUNEE Mpc. Co.: C. G. Campbell. 

KIDDE & Co., INC., WALTER: C. E. Gis- 
chel; John F. Kidde. 

KING ADVERTISING AGENCY, WALLACE 
W.: Wallace W. King. 
KIRCHER Co., ALBERT: W. 

sey. 

KIRK & BLUM MFc. Co.: C. F. Wulff. 

KOBBE, PHILIP. 

KOEHRING Co.: E. J. Goes. 

KORETZ, KOPEL, IDEAS, INC.: Seymour 
Koretz. 

KRAHNEN INDUSTRIAL ADVERTISING, 
E.: E. Krahnen. 

KREHBIEL Co., C. J.: Oliver W. Shar- 
man. 

Kwick-Kut Mrc. Co., INc.: 
F. Boyer. 


D. Lind- 


Clifford 


L 


LACROIX, FREDERIC W. 

LAMSON & SESSIONS Co.: A. E. R. Pe- 
terka. 

LANDIS MACHINE Co., INC.: 
Henneberger. 

LANDIS Toot Co.: Frank W. Pen- 
singer. 

LANSTON MONOTYPE MACHINE Co.: 
Frank M. Sherman. 


M. B. 
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LAPP INSULATOR Co., INC.: Brent 
Mills. 

LARSON, C. A. 

LASALLE STEEL Co.: L. B. Evans. 

LAVINO & Co., E. J.: T. H. Clark. 

LEBLOND MACHINE Toot Co., R. K.: 
Walter L. Rybolt. 

LEEDS & NorTHRUuP Co.: L. R. Garret- 
son; James M. Plummer. 

LE TOURNEAU, INC., R. G.: George R. 
Huffman. 

LEWELLEN Mrc. Co.: O. A. Lewellen. 

LEWIN Co,. INc., A. W.: Donald N. 
Waterbury. 

LEZIUS-HILEs Co.: William J. Fintze. 

LIBBEY-OWENS-ForD GLASS Co.: North 
A. Wright. 

LIBERTY ENGRAVING Co.: James A. 
Carey. 

LIGGETT ADVERTISING, 
Liggett. 

LIGNUM-VITAE PRODUCTS CorP.: Sam- 
uel E. Gold. 

LIMA LOCOMOTIVE WoRKS, INC.: Roy 
Wills. 

LINCOLN ENGINEERING Co.: J. W. 
Smothers. 

LINE MATERIAL Co.: Grant H. Kem- 
nitz. 

LINEAR PACKING & RUBBER Co., INC.: 
P. A. Swartz. 

LINK-BELT Co.: Julius S. Holl; John 
F. Kelly. 

LINK-BELT, LTp.: J. G. Beare. 

LITTLEFORD BROTHERS: R. G. Hext. 

LOGAN Co.: W. Hume Logan, Jr. 

LONG Co., W. E.: L. A. Rumsey. 

LOVEKIN Corp., R. E.: R. E. Lovekin. 

LUCERNA Co., INC.: Emanuel Gold- 
man. 

LUKENS STEEL Co.: George M. Gillen. 

LUNKENHEIMER Co.: Fred Berling; 
George F. Mathews. 

LypDIATT, W. A.: John L. Love. 

LYON METAL PropuwctTs, INc.: Leonard 
B. Rhodes. 


CARR: Carr 


M 


MACLAREN ADVERTISING AGENCY CoO., 
Ltp.: C. Edmund Brown; Gordon 
C. Davidson; F. B. Thompson. 

MACLEAN PUBLICATIONS, LTpD., HUGH 
C.; T. W. Hill; T. W. Jacklin; S. S. 
Moore. 

MACLEAN PusBt. Co., Ltp.: Lin Craig; 
W. B. Hart; B. G. Newton. 

MacRae’s BLuE Book Co.: Frank J. 
Canavan; William P. Dent; Lloyd 
H. Weber; A. F. Weise; L. G. Will- 
cox. 

McCarty Co.: H. E. Cassidy; Martin 
R. Klitten; W. H. Wilde. 

McCormick Co., INc.: (Miss) Ida S. 
Friedman. 

McGrAW-HILL Pus. Co., INc.: T. E. 
Alcorn; Leslie G. Anderson; Robert 
H. Anderson; Edgar H. Bedell; 
Robert F. Boger; Nelson L. Bond; 
Mason Britton; William Buxman; 
James S. Cawley; James A. Chan- 
non; Willard Chevalier; H. W. 
Clarke; Edward F. Coffey; Ed- 
ward E. Duff, Jr.; A. W. Fisher; 
Edwin D. Fowle; Henry E. Gail- 
lard; Fred Grant; Ralph C. 
Greiner; Harry M. Grinton; James 
R. Hayes; Eldridge Haynes; How- 
ard S. Heitkamp, Jr.; Franklin H. 
Johnson; W. E. Kennedy; T. P. Kin- 
dig; Walter J. Masterson, Jr.; Paul 


Montgomery; Clarence L. Mor- 
ton; A. T. Ofstie; John W. Otter- 
son; A. E. Paxton; James O. Peck; 
Roy N. Phelan; George E. Pomroy; 
S. H. Quarles; J. M. Rodger; T. A. 
Rogers; Allan Rood; J. H. Rudd; 
Phillip Ruprecht; Fred W. Schultz; 
George G. Sears; W. Hunter Snead; 
J. Spackman; Alfred M. Staehle; 
John W. Stevenson; Glenn Sutton; 
Ray M. Thierer; Al Wheeler; M. A. 
Williamson; N. O. Wynkoop. 

McGraw & PHILLIPS, INc.: Julius C. 
Kress. 

McKim, Ltp., A.: A. C. O’Grady. 

McLAIN ORGANIZATION: William R. 
McLain. 

McMAHON, INCc., JAMES J.: James J. 
McMahon. 

McQuay-Norris Mrc. Co.: 
Tapscott. 

MACKLIN Co.: R. B. Howlett. 

MACWHYTE Co.: Forest J. Nelson. 

MAGNUS CHEMICAL Co., INc.: Russell 
R. Kreie; Herb Mercready. 

MAGNUSON PRODUCTS CorP.: Ernest J. 
Hinterleitner. 

MALL TooL Co.: Melvin Rehnquist. 

MALLINCKRODT CHEMICAL WORKS: K. 
W. Franz. 

MALLORY & Co., INc., P. R.: P. New- 
ton Cook. 

MALONEY, INc., T. J.: T. J. Maloney; 
Cuyler Stevens. 

MANHATTAN RUBBER Mpc. Drv. 
OF RAYBESTOS-MANHATTAN, INC.: 
James J. De Mario. 

MANNING, MAXWELL & Moore, INC.: 
I. B. Van Houten. 

MARBRIDGE PRINTING Co.: H. O. Thie- 
litz. 

MARSCHALK & PRATT, INc.: S. L. Meu- 
lendyke; George L. Trimble. 

MARTINDALE ELEcTRIC Co.: E. H. Mar- 
tindale. 

MARTIN-SENOUR Co., LTp.: L. B. Rey- 
nolds. 

Marts & Lunpy, INc.: E. B. L’Hom- 
medieu. 

MASON-NEILAN REGULATOR Co.: L. B. 
Battin. 

MASON REGULATOR Co. OF CANADA, 
Ltp.: M. F. Peiler. 

MASSACHUSETTS INSTITUTE OF TECH- 
NOLOGY: Ross M. Cunningham. 

MASTER BurmLperRs Co.: Frank O. 
Klapp. 

MASTER E.eEctTrIc Co.: Charles F. Bru- 
ner. 

MATHEWS CONVEYER Co.: H. F. Hel- 
ling. 

MatTuias & Co., A. H.: Ray M. Collins. 

MATHIESON ALKALI Works, INc.: F. 
E. Adams; J. R. Schmertz. 

MATTHEWS & Co., JAMES H.: H. E. 
McDonald. 

MAUJER PUBLISHING Co.: W. W. 
Brown; R. B. Rogers; C. Lester 
Seaman; William T. Watt. 

MECHANIZATION, INcC.: (Mrs.) E. R. 
Coombes. 

MEEHANITE RESEARCH INSTITUTE OF 
AMERICA, INC.: C. E. Herington. 
MEERMANS, INC.: Howard J. Meer- 

mans. 

MELDRUM & FEWSMITH, INC.: J. Few- 
smith; Ray G. Simmons. 

Me.tutoTt & Co., M. K.: M. K. Mel- 
lott; Andrew W. Pishta. 

MENKE PRINTING Co.: Oscar Menke. 


Charles 
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Mercor Corp.: L. J. Schanz. 

Mercury Mrs. Co.: P. K. McCullough. 

MerAL Goops Corp.: Karl Ewerhardt. 

MerTaL INDUSTRY PUBL. Co.: Palmer 

H. Langdon; (Miss) Joan Trum- 
bour Wiarda. 

MeraL & THERMIT Corp.: Merritt L. 
Smith. 

METCALF, GEORGE T. 

MICROMATIC HONE Corp.: L. S. Martz. 

Micro SwWITtcH Corp.: W. B. Schulte. 

Micro-WEstTco, INc.: C. D. Heiser. 

Mipwest Toot & Mre. Co.: G. E. Shel- 
lrick 

MILcorR STEEL Co.: T. Clayton Cheney. 

MILLCRAFT PAPER Co.: C. A. Fahey. 

MILLER & Co., GORDON B.: Fred Ray- 
burn. 

MILLER PRINTING MACHINERY Co.: E. 
Terry Gaylord. 

MILWAUKEE BRUSH MFc. Co.: G. C. 
Spratt. 

MINE SAFETY APPLIANCES Co.: N. R. 
Chillingworth. 

MINNEAPOLIS - HONEYWELLL REGULA- 
ror Co., Ltp.: W. H. Evans. 

MINNESOTA MINING & Mrc. Co.: F. 
H. Camp. 

MIXING EQUIPMENT Co., INC.: 
Bissell. 

MopDINE MrFc. Co.: M. J. Druse. 

MoaccE, INC., ARTHUR R.; E. E. Krom- 
nacker; Arthur R. Mogge. 

MONETARY TIMES PRINTING Co. OF 
CANADA, LTp.: A. E. Jennings; 
Grant Moloney. 

Mono SERVICE Co.: Edgar F. Wright. 

MORRISON ADVERTISING AGENCY, INC.: 
E. J. Morrison. 

MorRSE CHAIN Co.: R. J. Koch; L. D. 
Worden. 

MOUNTEL PREss Co.: Gene Mountel. 


N 

NASH ENGINEERING Co.: George B. 
Wright. 

NASH-KELVINATOR CORP., 
Ashburne, Jr. 

NATIONAL ALUMINATE Corp.: A. E. 
Warner. 

NATIONAL ASSO. OF POWER’ ENGI- 
NEERS, INC.: Louis H. Wrede. 

NATIONAL AUTOMATIC TOOL Co.: How- 
ard E. Mills. 

NATIONAL BEARING METALS CORP.: 
Frederick J. Boeneker. 

NATIONAL BROACH & MACHINE Co.: 
J. Irvin Schultz. 

NATIONAL BUSINESS PUBLICATIONS, 
Ltp.: W. H. Hewitt; R. C. Rowe; 
C. G. Weiss. 

NATIONAL CAN Corp.: Peter C. Happ. 

NATIONAL CARBON Co., INc.: A. Brog- 
gini. 

NATIONAL ELECTRIC PRODUCTS CORP.: 
W. T. Clawson. 

NATIONAL FIREPROOFING CORP.: Jesse 
A. Cullison. 

NATIONAL METAL EDGE Box Co.: M. 
P. Junkin. 

NATIONAL OIL PRopUCTs Co.: Logan 
D. Grupelli. 

NATIONAL PROCESS Co., INC.: 
C. Nicoll, Jr. 

NATIONAL RADIATOR CoRP.: George B. 
Varner. 

NATIONAL SuppLy Co.: Allen P. Colby. 





E. S. 


John H. 


James 
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NATIONAL TYPESETTING Co.: Schell L. 
Furry. 

NATIONAL VULCANIZED FIBRE Co.: G. 
Millard Lang. 

NEARY, JAMES B., JR. 

NEPTUNE METER Co.: Robert W. Bal- 
lantine. 

NEWARK PRINTING Co.: Ferd A. Laile. 

NEW DEPARTURE DIVISION OF GENERAL 
Motors SALES Corp.: Carleton B. 
Beckwith. 

NEW JERSEY ZINC Co.: R. Davison. 

NEWPORT ROLLING Muti Co.: John 
Dulweber. 

NICHOLSON FILE Co.: George Ashbey. 

NILES STEEL Propucts Co.: H. R. Or- 
merod. 

NORDBERG MFc. Co.: Delbert Kay. 

NORRIS-PATTERSON, LTp.: A. Jarvis. 

NORTHERN EQUIPMENT Co.: Don Alls- 
house. 

NORTHWEST ENGINEERING Co.: 
Williams. 

NORTON Co.: A. B. Fritts. 

Novo ENGINE Co.: Alan A. Ballan- 
tyne. 

Oo 


OAKITE PRODUCTS, INC.: 
Hearn. 

OHIO BRAss Co.: Louis J. Ott. 

OILGEAR Co.: Martin E. Engebretson. 

OIL, PAINT AND DRUG PUBL. Co., INC.: 
W.S. Auchincloss. 

OKONITE Co.: Richard S. Hayes. 

OLIVER UNITED FILTERS, INc.: P. A. 
Hoyt. , 

OSBORN MrFrc. Co.: C. H. Larsen. 

OTIs ELEVATOR Co.: Henry W. Du- 
sinberre. 

OWENS-CORNING FIBERGLAS Co.: Phil- 
ip Linne. 

OWENS-ILLINOIS GLASS COoO.: 
Almroth. 


G. C. 


David A. 


7. Bs 


PACIFIC BUILDER AND ENGINEER, INC.: 
Walter A. Averill. ; 
PALMER-BEE Co.: George H. Corliss. 


PANGBORN Corp.: A. Lesley Gardner. 


PANNIER Bros. STAMP Co.: Robert 
Pannier. 

PARAMOUNT ENGRAVING Co.: L. F. 
Heitkamp. 


PARKE-Davis & Co.: John A. Purin- 
ton, Jr. 

PARKER-KALON 
Trott. 

PARKERSBURG RIG & REEL Co.: §S. T. 
Keller. 

PEASE Co., C. F.: R. W. Bentley. 

PEAT ASSOCIATES, LESLIE: Leslie Peat. 

Peck & Co., W. T.: William G. 
Draucker. 

PepRIcCK Toot & MACHINE Co.: Ralph 
M. Shaw, Jr. 

PEERLESS CEMENT Corp.: Charles R. 
Luck. 

PELLETIER, LOUIS. 

PENN ELECTRIC SWITCH Co.: Kenneth 
W. Cash. 

PENNSYLVANIA FLEXIBLE METALLIC 
TUBING Co.: E. W. Schoolfield. 

PENNSYLVANIA SALT MrFrc._ Co.: 
(Miss) I. J. Dennery. 

PENTON PUBLISHING Co.: J. F. 
Ahrens; A. H. Allen; Clyde H. 
Bailey; Howard H. Dreyer; George 
O. Hays; Russell C. Jaenke; S. H. 


Corp.: Charles S. 


Jasper; Emil W. Kreutzberg; L. C. 
Pelott; George A. Pope; B. C. 
Snell; Harold B. Veith. 
PERFECT CIRCLE Co.: Stanley Murray. 
PERFEX CorP.: Richard H. Brady. 
PERMUTIT Co.: Henry H. Wilkinson. 
PERRY-BROWN, INC.: Theodore Brown. 
PETERS PUBL. Co.: Clarence R. Over. 


PETERS PUBL. Co. OF TEXAS: D. E. 
Williams. 
PETERSON & KEMPNER, INC.: Henry 


Kempner. 
PETROLEUM ENGINEER PUBL. Co.: C. 
Morris; E. V. Perkins. 
PETROLEUM PUBL. Co.: C. Lloyd Cain; 
C. R. Farmer; Howard Markt. 
PETROLEUM REGISTER CorRP.: George 
H. Eichler. 
PFAUDLER Co.: Herbert R. Hanson. 


PHILADELPHIA GEAR WORKS: Russell 
C. Ball. 

PHILADELPHIA QUARTZ Co.: (Miss) 
Frances M. Suarez. 

PHILLIPS, A. M. 

PHOTOTYPE ENGRAVING Co.: E. S. 


Benedict. 

PIONEER ENGINEERING WORKS, INC.: 
O. J. Ellerston. 

PITTSBURGH CRUSHED STEEL Co.: Wil- 
liam H. Skirble. 

PITTSBURGH-DES MOINES STEEL Co.: 
R. H. Beck. 

PITTSBURGH EQUITABLE METER Co.: 
R. S. Reed, Jr. 

PITTSBURGH PHOTO-ENGRAVING Co.: 
Thomas C. Barr. 

— PRESS: Howard Schriner, 

r. 


PITTSBURGH REFLECTOR Co.: Earl B. 
Holdren. 

PITTSBURGH STEEL Co.: Elmer T. 
Wible. 


PLASKON Co., INC.: A. H. Edgeter. 
PNEUMATIC SCALE CorP., LTp.: Les- 
ter Hodgdon; Albert R. Keene. 


POHLMAN StTup10s, INc.: Arthur E. 
Pohlman. 

Poor, ROGER A. 

PoRTER-LANGTRY Co.: Thomas P. 


Meehan. 
Post, INnc., L. D.: John Cornell. 


Power Co., EDWARD M.: David E. 
Robeson. 

POWERLITE Devices, Ltp.: A. V. 
Walker. 

POWERS REGULATOR Co.: Horace Fea. 

PRECISION ADVERTISING: Richard 
Thorndike. 

PRINTERS’ INK PusBL. Co.: Elmer 


Kettell. 

PRINTING PLATE CRAFTSMEN: Claude 
R. Lapham; Paul K. Smith. 

PRINTING PREss: George E. Land. 

PULLMAN-STANDARD CAR MFG. Co.: 
Paul Ackerman. 

PURCHASING AGENTS’ ASSO. OF PHIL- 
ADELPHIA, INC.: Frank C. Brod- 
head. 

PYRENE Mrc. Co.: Truman Young. 

R 

RAILWAY & INDUSTRIAL ENGINEERING 
Co.: Ralph M. Jones. 

RAILWAY & POWER ENGINEERING 
Corp., Ltp.: A. LeB. Ross; William 
I. Turner. 

RAILWAY EQUIPMENT PUuBL. Co.: Har- 
old A. Brown. 
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RAILWAY PURCHASES AND STORES: Ed- 
ward Wray. 


RAMSEY Co., L. W.: W. J. Henderson. 
RANDALL Co., FRED M.: J. W. Sweet. 
Ray Art Stupi0s, INc.: Ray Brown, 


REACH Co., CHARLES DALLAS: Rich- 
ard Gulick. 

READ MACHINERY Co.: James G. 
Kuester. 

REAST ADVERTISING, FRED M.: Fred 


M. Reast. 
RECORDER PRESS: Wilson E. Haver. 
REED GAS ENGINF Co.: Don Stormer. 


REEVES PULLEY Co.: James M. Jewell. 
REINCKE, ELLIS, YOUNGGREEN & 
FINN: Charles A. Reincke. 


REINHOLD PUBLISHING CorpP.: Ed- 
ward M. Buck; Robert N. Caird, 
Jr.; G. E. Cochran; Frank J. En- 
right; Philip H. Hubbard; H. Bur- 
ton Lowe; Roger W. Patterson; 
Charles S. Roever; Frederick E. 
Schmitt, Jr.; Lue L. Stearns; Fran- 
cis M. Turner; William P. Winsor. 

RELIANCE ELEcTRIC & ENGINEERING 
Co.: C. V. Putnam. 


RELIANCE ENGRAVING Co.: A. L. Kal- 
tenborn. 


REMINGTON, INC., WILLIAM B.: Wil- 
liam B. Remington. 

REPUBLIC BANK NOoTE Co.: R. H. 
Caffee; Kenneth C. Witherow. 

REPUBLIC FLOW METERS Co.: H. W. 


Stoetzel. 
REPUBLIC PRESS: Ralph W. Mock. 


REPUBLIC RUBBER Div., LEE TIRE & 
RUBBER CorP.: H. P. Schultz; Carl 
H. Zieme. 


REPUBLIC STEEL CorpP.: Edward F. 
Crafts; F. D. Jones; Stanley A. 
Knisely; Elmer J. Kopf; William 
D. Martin; H. H. Oldham; Chester 
W. Ruth. 

RHOADES METALINE Co., INc., R. W.: 
B. Richard Rhoades. 

RICHARDSON Co., FREDERICK A.: Fred- 
erick A. Richardson. 

RICHARDSON Co.: J. M. Richardson, 
Jr. 

RicKARD & Co., INc.: Howard L. 
Fisher; Julian Gran; E. C. Mayer; 
James R. White. 

RIEBEL ADVERTISING AGENCY, R. C.: 
Alphonse F. Brosky. 

ROBBINS PuBL. Co., INc.: Alfred E. 
Lindquist; Merton C. Robbins, Jr. 
ROBERTSON Co., H. H.: H. B. Wins- 

low. 

ROBINS CONVEYING BELT Co.: William 
L. Fewsmith. 

ROCKBESTOS PrRopuUCcTs CorP.: Kendall 
A. Redfield. 


RocKWooD SPRINKLER Co.: James J. 
Ryan. 

ROEBLING’s SONS Co., JOHN A.: F. J. 
Maple. 


RONALDS ADVERTISING AGENCY, LTD.: 
Kenneth O. MacLeod. 

Root Co., B. M.: J. William Stair. 

RootTs-CONNERSVILLE BLOWER CORP.: 
B. C. O’Brien. 

Rotor Too. Co.: H. P. Bailey. 

R.S.K.3. CHEMICAL MARKETING: Rog- 
er S. Komsthoff, 3rd. 

RUMRILL & Co., CHARLES L.: Carl A. 

Rogers; Charles L. Rumrill. 
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Ruup Mrc. Co.: Malcolm M. Scott. 


RYERSON & SON, INC., JOSEPH T.: 
Keith J. Evans. 


SALES DEVELOPMENT ASSOCIATES: A. 
B. Mueller. 


SANGAMO Co., LTp.: G. W. Lawrence. 


SANGAMO ELEcTrRIc Co.: John UH. 
Williams. 

SANGER, ALAN B. 

SAUEREISEN CEMENTS Co.: C. Sauer- 
eisen. 

SCANLON, STREET & Co.: M. W. 
Scanlon. 

SCHAUER MACHINE Co.: A. J. Kohn. 


ScHmMipt Co., E. F.: H. A. Fuhry. 

ScHOLLER Bros., INc.: Fred C. Schol- 
ler. 

SCHRAMM, INc.: A. O. Witt. 


SCHWEIM Co., CHARLES: Charles 
Schweim. 
Scott Paper Co.: William Howes 
Collins. 


SEYLER-NAU Co., INC.: Bob Nau. 

SHELDON, MorsE, HUTCHINS & EAs- 
TON: William H. Easton. 

SHEPARD NILES CRANE & Hoist Corp.: 
Frank J. Crouch. 

SHERMAN PAPER PRODUCTS CORP.: 
Edgar William Pitt. 

SHERWIN-WILLIAMS Co.: E. T. Deasy. 

SHILBAUER, R. A. 

SIGNS OF THE TIMES PUBL. Co.: D. R. 
Swormstedt. 

SIMMONS-BOARDMAN PUBL. CORP.: 
Harold B. Bolander; Frederick J. 
Fischer; Frederick C. Koch; Harry 
H. Melville; Joseph A. Miller; F. 
H. Thompson. 


SIMMONS-SISLER Co., INc.: P. H. 
Goessling. 

Stmonps SAw & STEEL Co.: Roy D. 
Baldwin. 

SKF Inpbustriges, INc.: R. C. Byler. 


SIMPLEX WIRE & CABLE Co.: Arthur 
F. Lewis. 

SLATER Co., Ltp., N.: W. N. Elliott. 

SLOAN VALVE Co.: W. Donald Mur- 
phy. 

SMALL, FRED GLEN: Keith B. Lydiard. 

SMITH, JAMES A. 

SMITH, HOFFMAN & SMITH, INC.: 
Robert M. Jenkins. 

SMITH PAPER MILLS, LTD., HOWARD: 
N. B. Powter. 


SMITH PuBL. Co., W. R. C.: E. L. 
Rogers; A. E. C. Smith. 

SMITH, STANLEY J. 

SNAP-ON Toots CorP.: George A. 


Smith. 

Snow, INc., GALEN: Galen Snow. 

Snow & Starr, INc., WALTER B.: 
Harold Bugbee. 

SocrETY OF AUTOMOTIVE ENGINEERS, 
Inc.: E. Lester Carroll; Arthur J. 
Underwood. 

Sonoco Propucts Co.: 
bell. 

SouLE STEEL Co.: 

SPOONER & KRIEGEL: 
Jr. 

SPRAGUE STUDIOS, 
Sprague. 

SquaRE D Co.: R. G. Kellogg; Bruce 
Morse. 

SQuARE D Co. oF CANADA: J. L. Frink. 


C. H. Camp- 


Edward L. Soulé. 
W. B. Spooner, 


BR DR: KOR 












STANDARD RATE & DATA SERVICE, INC.: 
Clifton E. Davis; Albert Moss. 

STANDARD Toot Co.: Ernest B. Cole. 

STANDARD TRANSFORMER Co.: Robert 
G. Alexander. 

STANLEY Works: G. M. Fletcher. 

STARBUCK, GREGORY H. 

STEEL Co. OF CANADA, LTD.: William 
A. Bates. 

STEEL PUBLICATIONS, INc.: T. B. Lit- 
tle; N. R. Moll; Henry Milton 
Reich. 

STEEL SALES Corp.: G. A. Hansen. 

STELLE, INc., B. W.: B. W. Stelle. 

STEPHAN INDUSTRIAL ADVERTISING: 
John C. Stephan. 

STEVENS, INC., FREDERIC B.: 
Rohrig. 

STEWART - WARNER- ALEMITE CORP.: 
George L. Dixon. 

St. Lours LABORATORIES: 
Sturhahn. 

STOKES MACHINE Co., F. J.: John A. 
Silver. 

STONEHOUSE SIGNS, INC.: Mark Bulot.. 

StorK HisscH, N. V.: C. H. Van 
Looij. 

STRATHMORE PAPER Co.: H. E. Riggs. 


T. H. 


Roland E. 


STUART, INC., EDWIN H.: Edwin H. 
Stuart. 
STUDEBAKER CorpP.: J. A. Martz. 


STUEBING AUTOMATIC MACHINE Co.: 
John L. Parker. 

STURTEVANT Co., B. F.: 
Andros. 

SULLIVAN MACHINERY Co.: Roy Ever- 
ett Campbell; Ray B. Thomas. 

Sun Or Co.: Albert E. Aldridge, Jr. 

SUNNEN PrRopucts Co.: Howard H. 
Cohenour. 

SUPERHEATER Co.: C. G. Udell. 

SUPERIOR PRINTING & LITHO. Co.: 
Leslie C. Shomo. 

SURFACE COMBUSTION CORP.: 
Kerrick; Ralph Louis Towne. 

SUTCLIFFE Co., ADAM: Earl S. Smith. 

SUTHERLAND-ABBOTT: Paul M. Ab- 
bott; K. R. Sutherland. 

SWEENEY & JAMES Co.: 
terson. 

SWINK ADVERTISING AGENCY, How- 
ARD: Howard K. Kenyon; Howard 
Swink. 

SWINSTON Co., GEORGE: George Swin- 
ston. 

Swiss ELEctric Co. oF CANADA, LTD.: 
R. S. Griffith; L. G. Morris. 

Sykes Co., EDWARD H.: Daniel M. 
Davis. 

SYMONDS ADVERTISING SERVICE, MER- 
RILL: Merrill Symonds. 


T 


TAYLOR INSTRUMENT COMPANIES: El- 
mer E. Way. 

TEAS, INC., PAUL: Paul Teas. 

TECHNICAL PuBL. Co.: John A. Ker- 
shaw; Walter Painter; Kingsley L. 
Rice. 

TELEGRAPH PRESS: 


Evert W. 


L. C. 


W. B. Wat- 


Harold B. Dun- 


mire. 

TEMPLE ART StTupDIOSs, INc.: Edward 
T. Hutton. 

TEMPLE PREss, INc.: Lou T. Rubin. 

TEMPRITE PRODUCTS CorP.: Gordon 
Muir. 

TERRY STEAM TURBINE Co.: B. H. 


Wood. 
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Texas Co.: F. C. Kerns. 

TEXTILE AGE, INC.: A. P. Gumaer; 
Donald H. White. 

THERMOID Co.: Russell W. Case, Jr. 

THEW SHOVEL Co.: J. L. Beltz. 

THOMAS PUBL. Co.: H. J. Alexander; 
Charles A. Burton; Howard Ely; 
William G. Frye; B. J. Goldman; 
Oliver G. Hendricks; G. C. Hooker; 
W. E. Irish; R. H. Irvine; J. A. 
Norman; MacDonald H. Pierce; G. 
H. Seoltock, Jr.; G. Park Singer, Jr.; 
F. Morse Smith; R. D. Smith; H. 
C. Whiteley; Fred S. Williams. 

THOMAS & SKINNER STEEL PRODUCTS 
Co.: James R. Thomas. 

THOMPSON & SON Co., HENRY G.: A. 
W. Tucker. 

THOMPSON Co., J. WALTER: 
O. Bogart. 

TimME, INcC.: W. P. Hamann; George 
P. Shutt. 

TIMKEN-DETROIT AXLE Co.: W. J. 
Chappell. 
TIMKEN ROLLER BEARING Co.: Arthur 
James Brady; Roland P. Kelley. 
TOLEDO ASSOCIATES: Joseph K. Close. 
TOLEDO CHAMBER OF COMMERCE: C., 
L. Hardin. 

TOLEDO PIPE THREADING MACHINE 
Co.: Earl R. Youngs. 

ToLEDO SCALE Co.: Lloyd Ellingwood. 

TOMKINS-JOHNSON Co.: (Mrs) Ferne 
Pattison Dwelley. 

Toot STEEL GEAR & PINION Co.: E. 
S. Sawtelle. 

TowMorTor Co.: Edward Southworth. 

TOWNE ADVERTISING, W. L.: W. L. 
Towne. 

TRAFFIC SERVICE CorP.: D. J. Hansen. 

TRANE Co.: L. A. Trumble. 

TRANE Co. OF CANADA, LTp.: T. H. 
Dowsett. 

TrRI-ART Stupios: E. L. Ford. 

Trico Fuse Mrc. Co.: M. G. An- 
drietsch. 

TrRoY ENGINE & MACHINE Co.: F. J. 
Vonachen. 

TRUSCON LABORATORIES: 
Doering. 

TRUSCON STEEL Co.: P. L. Callahan; 
R. P. Dodds; Arthur C. Meyer. 

TUBE-TuRNS, INC.: G. F. Sherman. 

TUNG-SOL LAMP WorKS, INc.: H. F. 
Cook. 

TWIN Disc CLuTcH Co.: Gordon M. 
Guilbert. 

TYPOGRAPHIC SERVICE, INC.: 
erick C. LaWall. 

TYSON AND Co., INc., O. S.: F. Key- 
ler; L. W. Seeligsberg; Oscar S. 
Tyson. 





Morgan 


Henry G. 


Fred- 


U 


/DYLITE Corp.: E. F. Berry, Jr., 
JLLMAN ORGANIZATION, ROLAND G. 
E.: Roland G. E. Ullman. 
]NDERWRITERS’ LABORATORIES, INC.: 
S. Bowles King. 

INION CARBIDE Co.: Vernon H. Van 
Diver. 

INION GAs & ELEcTRICc Co.: 
Magers. 

NION METAL Mrc. Co.: Forrest U. 
Webster. 

INION PAPER & TWINE Co.: Carl E. 
Lermer. 
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UNION SPECIAL MACHINE Co.: Arthur 
J. Feigel. 

UNION STEEL PRopuctTs Co.: 
Davenport. 

UNION SwWITcH & SIGNAL Co.: K. E. 
Kellenberger; George J. Kuhbach; 
A. B. Ledwith, Jr.; R. J. Wernert. 

UNITCAST Corp.: Earl H. Fisher. 

UNITED STATES ADVERTISING CORP.: 
Carl U. Fauster; Edward R. Wade; 
Bryan Warman. 

UNITED STATES HOFFMAN MACHINERY 
Corp.: Douglas Holyoke. 

UNITED STATES INDUSTRIAL CHEM- 
ICALS, INC.: Edwin I. Oppel. 

UNITED STATES PIPE AND FOUNDRY 
Co.: J. B. McFarland. 

UNITED STATES RUBBER Co.: 
N. Hanes; F. H. Pinkerton. 

UNITED STATES STONEWARE Co.: How- 
ard Fargas. 

UNIVERSAL OIL PRoDUCTsS Co.: Paul 
Truesdell. 

UNWIN ADVERTISING AGENCY: B. V. 
Unwin. 

Vv 


VAN AUKEN RAGLAND Co.: Kenneth 
L. Van Auken. 

VANDEN Co.: George W. Vanden. 

VAN SANT, DUGDALE & Co., INc.: C. 
M. Buchanan. 

VAN TINE ADVERTISING AGENCY, RUS- 
SELL H.: Russell H. Van Tine. 

VICTOR EQUIPMENT Co.: E. L. Mathy. 

VOLK, INc., Kurt H.: Ralph V. De 
Kalb. 


Cc. D. 


Ralph 


Ww 

WaGNER ELEcTRIC CorP.: ‘Carl B. 
Dietrich; Curtis Young. 

WALKER & DOWNING: Harold S. 
Downing; John T. Sweeny. 

WALKER ENGRAVING CorpP.: Walter 
A. Capitain. 

WALKER-TURNER Co., INC.: Henry 
B. Burnett. 

WALL Mrc. Suppity Co., P.: W. S. 
Nathan. 

WALLACE Co., GEORGE N.: Alfred 
Fischer. 


WANK AND WANK: Melville E. Wank. 

WARNER & SwasEy Co.: H. W. 
Fortey. 

WARREN Co., S. D.: 
Watson. 

WATSON JACK & Co., Ltp.: L. M. 
Chesley. 

WATSON-STILLMAN CoO.: 
Gilbert. 

WAUKESHA Motor Co.: Richard Har- 
rison; Prescott C. Ritchie. 

WEARSTLER ADVERTISING, INC.: Al- 
bert M. Wearstler. 

WEAVER, LEON H. A. 

WEBB Co., JERVIS B.: Jervis C. Webb. 

WEBSTER & CoO., WARREN: Harold F. 
Marshall. 

WEEKLY PUBLICATIONS, INC.: Mal- 
colm Muir. 

West & ASSOCIATES, INC.: John R. 
West. 


James H. 


William W. 


WEST DISINFECTING Co.: William 
Flatow, Jr. 

WeEstcott & THOMSON: William T. 
Hall. 


WESTERN BUSINESS PAPERS, INC.: 
William C. Copp. 

WESTERN CATAPHOTE CorpP.: W. H. 
Searight. 


WESTERN CONSTRUCTION PUBLICA- 
TIONS, INC.: Donald Forster; David 
C. Joly; Arthur F. King. 

WESTERN ELEcTRIC Co.: Edward I. 
Pratt; Robert L. Ware; Will Whit- 
more; William A. Wolff. 

WESTINGHOUSE AIR BRAKE Co.: Fred 
W. Pennington. 

WESTINGHOUSE ELEc. & Mrc. Co.: J. 
H. Cooley; (Miss) Marion Curley; 
Donald E. Jenkins; Edward Laing; 
R. B. McDaniel; J. M. McKibbin; 
Herbert E. Plishker; George A. 
Sawin, Jr.; H. S. Schuler. 

WESTMAN PUBLICATIONS, LTp.: H. S. 
Dando. 


WESTON ELECTRICAL INSTRUMENT 
Corp.: Philip Barnes; Sidney 
Cassey. 


WEST PENN POWER Co.: Paul S. Pat- 
terson. 

WEST VIRGINIA COAL & COKE COoRP.: 
Charles A. Floyd. 

WETZEL Bros.: Arthur A. Wetzel. 

WHEELER REFLECTOR Co.: John S. 
Sessler. 


WHIPPLE TECHNICAL LIBRARIES: 
George F. Whipple. 

WHITAKER PAPER Co.: Alvin A. 
Aquardo. 

WHITAKER-RUEHL ENGRAVING Co.: C. 
D. Hanyon. 


Wuite & Co., HAYDN F.: W. E. Pud- 
dock. 

WHITING Corp.: A. De Young 

WHITLOCK Press, INc.: Jay J. Hunt. 

WICKWIRE SPENCER STEEL Co.: K. A. 
Zollner. 

WIEGAND Co., EDWIN L.: E. N. Cal- 
houn; D. A. Wolff. 

WILDING PICTURE PRODUCTIONS, INC.: 
B. N. Darling. 

WILLARD STORAGE BATTERY Co.: B. A. 
Broughton. 

WILicox & AssociATEs, A. M.: A. M. 
Willcox. 

WILMINGTON FIBRE SPECIALTY CoO.: 
H. M. Romig. 

WILSON MECHANICAL INSTRUMENT 
Co., INc.: Frederick Lange. 

WINCHELL & Co., INc., T. A.: F. H. 
Gloeckner. 

WIREMOLD Co: D. H. Murphy. 

WITTE & BURDEN: W. Wilson Burden. 

WOLAVER ADVERTISING AGENCY, E. D.: 
E. D. Wolaver. 

WOLFE-JICKLING-Dow, INc.: Ralph L. 
Wolfe. 

Wo.trr & ASSOCIATES, Ep: Ed Wolff. 

Woop CONVERSION Co.: M. S. Chapell. 

Woop’s Sons Co., T. B.: Guy R. 
Washinger. 

WoopaLL Co., W. P.: W. P. Woodall. 

Woops ADVERTISING Co., MERRILL J.: 
Merrill J. Woods. 

WortuH STEEL Co.: P. M. King. 

WORTHINGTON PUMP & MACHINERY 
Corp.: C. A. Hirschberg; Gerald 
F. Monaghan; Frederick A. Pope. 

WRIGLEY PUBLICATIONS, LTD.: Weston 
Wrigley. 

WROUGHT WASHER Mrs. Co.: Charles 
G. Crabb. 

Y 


YARNALL WARING Co.: B. G. Waring. 

Y.M.C.A. MorTrion PICTURE BUREAU: 
A. L. Fredrick. 

YorK IcE MACHINERY Corp.: J. L. 
Rosenmiller; J. Donald Smith. 

YorK PRINTING Co.: John E. Groome. 

YusBa Mrc. Co.: Herbert A. Sawin. 
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— before the water 
flows over the dam 





A hundred markets for a multitude 
of products start on the design 
tables of civil engineers. From 
inception to completion, they con- 
trol the building of 
Dams @ Bridges @ Tunnels 
Power Plants @ Water Supply 
Municipal Sanitation 
industrial Buildings 
Highways and Streets 
Railways and Waterways 
River and Harbor Works 
It’s “water over the dam” unless 
you sell to the civil engineers be- 
fore plans are completed. -Through 
the pages of their publication you 
can reach them  regularly—di- 
rectly—effectively. 






The 
CIVIL 
ENGINEER 








33 West 39th Street @ New York, NW. Y. 
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@ AS PART of its seventy-fifth an- 
niversary celebration, Jenkins Bros., 
makers of valves, have conducted a 
contest among 500 distributors 
throughout the country to find the 
outstanding “veteran” Jenkins valve 
installation in the various areas from 
the standpoint of —(1) length of serv- 
ice; (2) severity of service; (3) cost 
of maintenance. The various compet- 
ing distributors sent in from two to 
sixteen different examples of veteran 
valve installations with drawings and 
More than 
900 separate veteran installations were 
reported, representing a total of more 


than 300 centuries of continuous Jen- 


data regarding each one. 


kins valve service. 
The seven lucky winners and the 


Judges in the Jenkins Veteran Valve Contest looking over a few of the 900 entries. Left to 
right: James H. Channon, manager, "Mill Supplies"; 
Factory"; T. J. F. Moffett, editor, “Plumbing & Heating Journal"; Phil Swain, editor, "Power 


Contest Finds Veteran Valves 






Harvey Conover, publisher, “Mill & 







areas and companies which they repre- 
sent are: First, William G. Archer, The 
Fulton Supply Company, Atlanta, Ga.; 
second, Malcolm Curry, Curry Bros. 
Oil Company, Boston; third, Allen 
Straub, Louisville Mill Supply Com- 
pany, Louisville, Ky.; fourth, John M. 
Holland, Hendrie & Bolthoff, Denver, 
Colo.; fifth, B. Cushman, Barr & 
Greelman, Rochester, N. Y.; sixth, F. 
Greaner, James McGraw, Inc., Rich- 
mond, Va.; seventh, William Greitag, 
Bernard - Greenwood Company, New 
York. 

With the exception of the New 
York City winner, who wins a cruise 
to Montreal, Quebec and around Nova 
Scotia, each of the winners will be 
given a trip for two persons to the 
New York World’s Fair. 





Editorial Content Basic 
Ingredient of Business Pepers 


“The basic ingredient of any publica- 
tion is the editorial content,” Ben C. 
Duffy, vice-president in charge of mar- 
keting, Batten, Barton, Durstine & Osborn, 
New York, told the members of the Dotted 
Line Club in New York last month. Dis- 
carding circulation volume as a key to 
reader interest, Mr. Duffy declared that 
“many publications attempt and are suc- 
cessful in doing a better selling job on the 
advertiser than they have done on the 
reader. They have advertising acceptance, 
but they lack a reader interest. The busi- 
ness paper space buyer believes that ad- 
vertising acceptance should be based on 
editorial acceptance and not volume of 
circulation.” 

Mr. Duffy outlined some of the factors 
that BBDO considers vital in space buy- 
ing: First, “with the Audit Bureau of Cir- 
culations available to publishers who have 
paid circulation and the Controlled Cir- 
culation Audit available to publishers who 





have controlled circulation, I see no rea- 
sons why any advertiser should ever be 
put in a position of buying unaudited cir- 
culation. 

“Second, business paper buying repre- 
sents selective buying. More figures are 
available on the type of reader and his 
occupation in the business paper field than 
we have on any other media. Therefore, 
we are conscious of the selectivity of an 
audience when we buy business paper 
space. However, when business paper cir- 
culation is unduly expanded, the advertiser 
is likely to reach many people who are not 
primary prospects for his product of ad- 
vertising message. When the audience of 
a publication becomes less selective, and 
the cost per thousand circulation is not 
reduced to compensate for the waste cir- 
culation, the advertiser is forced to buy 
expensive and wasteful circulation.” 

Sooner or later, Mr. Duffy asserted, 
buyers of advertising space will have to 
decide the question: “When does circula- 
tion expansion make advertising uneco- 
nomical?” 
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Ss Advertisers experienced in profitably cultivating selected markets know that publication 
members of The Associated Business Papers are tops in their fields. They know that the A-B-P 
symbol stands for honest, known paid circulation; straightforward business methods and 
editorial standards that insure reader interest. 


4 But A-B-P members know that, in changing times, they cannot rest upon the laurels of past 
achievement or present recognition. This very year they have modernized the Cope AND STANDARDS 
OF Practice upon which their service to readers has been founded. Guide-posts of ethical busi- 
ness paper publishing for 23 years, these Standards have been made stronger and more 





i 


Apr ee 


3 te 


enforceable than ever before. 


Read them and you'll understand the sincerity with which A- B-P publications are constantly 
striving to improve their worth to readers . . . their value as advertising media. 


THE A-B-P CODE AND STANDARDS OF PRACTICE 


@ The publisher of a business paper should dedicate 
his best efforts to the cause of business and social 
service, and to this end each member of The Asso- 
ciated Business Papers, Inc. pledges himself: 

1 To consider, first, the interests of the subscriber. 

2--To subscribe to and work for truth and honesty in all depart- 
ments. 

3— To endeavor to be a leader of thought in his editorial columns, 
and to make his criticisms constructive. 

4--To encourage all constructive efforts to improve the stand- 
ards and quality of advertising. 

5—-To avoid unfair competition. 

6——-To determine what is the highest and largest function of the 
field which he serves, and then to strive in every legitimate way 
to promote that function. 

@ Further, each member of The Associated Busi- 
ness Papers, Inc. shall subscribe to and agree to con- 
form to the following Standards of Practice: 

1—-To refuse to publish paid “write-ups” and to measure all news 
by the standard: “Is it real news?’’; to publish no material in 


the editorial pages as a consideration for advertising space; to 
refrain from the violation of copyrights of other publishers and 


2—-Tc make available to all advertisers the prices of al! space, 
preferred and specified positions, colors, bleed borders, inserts 
and services which a publisher may offer, and to make no dis- 
crimination between advertisers as to prices, run-of-paper posi- 
tions or terms or methods of payment for the same amount and 
same kind of space used under the same conditions and within 
the same period of time. 


3-—To refuse to run any advertising copy in which any statement 
or representation is made which disparages or attacks the goods, 
prices, services or advertising of any competitor or of any other 
industry, or which contains statements or claims about an ad- 
vertiser’s own products or services which the publisher knows or 
has reason to believe are untrue or inaccurate. 

4—To promote and sell his own publication solely upon its 
merits ; to make no misrepresentations either in the use of re- 
search data and survey results, or otherwise; to employ no ad- 
vertising or personal selling methods which are unfair to other 
publications and advertising media. 

5—To make available to advertisers full information regarding 
character and extent of circulation, including detailed circulation 
statements, subject to proper and authentic verification ; and to 
maintain gffective control over circulation sales channels to the 
end that (a) subscriptions will be solicited only from individuals 
and firms interested in the field or industry served by the publi- 
cation ; (b) any premiums offered will not be introduced into any 
sales combination to the extent that the paper is bought mainly 
to secure the premium ; (c) the amount of commission paid sales- 


te use every reasonable means to prevent publication of material men shall not be so great as to encourage price-cutting to obtain 
ke which is the rightful property of another publication. a subscription order. 
\, 
THE ASSOCIATED BUSINESS PAPERS - INC 
; 
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[CONTINUED FROM Pace 25 | 


Effectiving Advertising 
ment by having every piece of copy 
complete at least thirty days before it 
is needed. 

2. If a good advertisement is not 
ready, cancel the space. Do not use 
a number two ad or a filler. This 
might work a hardship on the publish- 
er, but in the long run, it will help 
and __ publisher 


through the improvement of all adver- 


both manufacturer 


tisements. Again, and for emphasis, 


if you do not have anything worth 
saying, don’t say it. If you don’t 
have a number one ad ready, don’t 
run it. You will teach yourself a 
lesson and the quality of your adver- 
tising will begin to look up. 

3. Find as the subject for your ad- 
vertisement not just something of in- 
terest, but dig for and be sure you 
find the one, two, three of customer 
interest and work on that. It is fre- 
quently more difficult to dramatize 
the direct points of customer interest 
and value, but the great advertiser 














AIR-CONDITIONING 
WARM AIR HEATING 


SHEET METAL WORK 
AND VENTILATION 





SELLING TO THIS FIELD? 
Want to Increase Your Sales? 


According to ABC, the universally recognized yard- 
stick of measuring circulation values, FACTS and 
FIGURES show SHEET METAL WORKER the ideal 


publication to carry your sales message to the buying 


factors in this active field . . . Buying factors consti- 
tute progressive heating, ventilating and air condition- 
ing dealers and contractors . . . More of these men 


subscribe to SHEET METAL WORKER than to any 
other publication in this industry . 
statements will convince you that you get more for 
your advertising dollar in SHEET METAL WORKER, 
the oldest publication with the most circulation among 
the possible buyers of your products . . . Reader inter- 
est shown by greater renewal percentage . 
subscriptions sold with premiums, etc. 
the figures that count with buyers of advertising space 
. . . Ask us to show proof of results from advertising. 


Advertising Rates 


Sheet Metal 
@ Worker @ 


45 WEST 45TH STREET, NEW YORK, N. Y. 


.. A-check of ABC 


. . Fewer 
.. . First in all 


Market Data 
Sample Copy 
On Request 
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One of a series of pages which will appear 
in a broad list of business papers featuring 
the National Machine Tool Show to be held 
at Cleveland, Oct. 4-14. Ralph Leaven- 
worth, vice-president, Fuller & Smith & 
Ross, Cleveland, directs the campaign 





holds to these, finally succeeding in 
properly presenting them instead of 
grasping at other easier themes. 

4. If or when you find yourself go- 
ing stale or lacking in inspiration, go 
into your shop, get out into the field 
with your customers and you will 
usually stage a comeback. If that is 
not enough and by chance you are 
not actively attending your local in- 
dustrial advertisers association, renew 
your relationship at once. Also plan 
to attend the National Industrial Ad- 
vertisers Association Conference in 
New York this September. Contact 
with your contemporaries in advertis- 
ing will bring you back to par. 


|Eprror’s Note: The next chapter 
of Mr. Evan’s series on “Effective In- 
dustrial Advertising” will be devoted 
to a thorough discussion of direct mail 
advertising. | 





Rockwell and Mann Elected 


Willard F. Rockwell, president of the 
Pittsburgh Equitable Meter Company, was 
made president of the Water Works Man- 
ufacturer Association at the annual meet- 
ing last month. Karl Mann, Case-Shep- 
pard-Mann, publishers of Water Works 


Engineering, was elected vice-president. 


Nettleton Rejoins Hoyt 


E. T. Nettleton, formerly advertising 
manager, Calco Chemical Company, 
Boundbrook, N. J., has rejoined Charles 
W. Hoyt Company, New York agency. 
Allan B. Clow has succeeded Mr. Nettle- 


ton. 
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‘ONTINUED FROM Pace 16] 


Featuring Anniversaries 


By this time we know that all our 
factory representatives, our large 
corps of distributors and their sales- 
men, selected potential distributors, 
and customers, as well as all factory 
and office employes and stockholders 
are definitely educated to the fact that 
this year, 1939, is the eightieth anni- 
versary of the birth of Hewitt prod- 
ucts. In addition a large number of 
the above, particularly factory repre- 
sentatives and salesmen, have a ““work- 
ing knowledge” of the history of the 
company. 

This brings me to a very important 
point. It is our thought that the good 
that an anniversary provides lies in 
the mental consciousness of the anni- 
versary by customers and potential 
customers and in both the conscious- 
ness and the use made of the knowl- 
edge by factory and office people, fac- 
tory representatives, distributors—in 
short, all who sell Hewitt in any man- 
ner whatsoever. 

From this time on, until December, 
when the eightieth anniversary is over 
and done, our principal celebrating 
will be (besides our scheduled trade 
and business paper advertisements) in 
the word-of-mouth personnel selling 
lines. One exception: We are more 
and more called upon by our distribu- 
tors to prepare sales letters and other 
promotional pieces. Most manufactur- 
ers do this, of course, and the idea is 
not new. We endeavor, however, in 
all such material, particularly sales let- 
ters, to inject the maximum personal 
appeal possible. In all such material 
we will, as we have done since the 
first of the year, inject the anniver- 
sary idea. 

The anniversary idea is a very ordi- 
nary sort of thing. It becomes too 
commonplace, hence less economically 
effective, when too much stress is 
placed on it. Many companies whose 
years in business number far less than 
eighty, issue costly, elaborate anniver- 
sary books or brochures. Of course, 
we have no quarrel with any plan of 
this description. We prefer, however, 
to handle the anniversary idea in 
smaller yet possibly more continuous 
nanner throughout the year. 

We shall continue for the balance 
of the year with quite the same pro- 
motional tactics that we have pursued 
ince the first of the year. But from 
now On our anniversary promotion 
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will be as individualized as possible. 
We have to date given the anniversary 
idea several telling “shotgun” blasts. 

Now we shall repeat the informa- 
tion in a more personal way with a 
“sight-steadied rifle.” 


John Williams 


Joins "Sweets" 

John M. Williams has resigned as man- 
ager of the magazine division of F. W 
Dodge Corporation, New York, to accept 
an appointment as district manager in 
New York for Sweet’s Catalog Service. 
He will continue to be vice-president and 
a director of the corporation. 





AFA Issues List of 
Advertising Books 


The Advertising Federation of America 
has issued “Books for the Advertising 
Man,” a cumulative supplement of all ad- 
vertising and marketing books published 
between 1935 and 1938 inclusive. Books 
are listed under subject classifications. 


Grange Joins Stewart-Warner 


C. W. Grange, for the past six months 
regional sales manager of the Interna- 
tional Research Corporation, a position to 
which he was advanced after serving as 
advertising director, has joined the Stew- 
art-Warner Corporation, Chicago, as ad- 
vertising manager of the Alemite division. 








47th Year 


Results 











J «© 
on't Miss 
This Leading Producer 


a @ “Unsurpassed in 47 years of publication,” is the tip about 
the 1939-40 MacRae’s Blue Book soon to go to press. 

Used daily among more industrial and service fields than any 
similar guide, this new edition will surpass all predecessors 
of in completeness of information and features extremely helpful 
to specifying executives. Greater advertising results than 


Already thousands of manufacturers have their advertising 
If you are not one check up at once. Be 
certain that you will have this potent business getter working 
for you. Write or wire for complete data—how economically 
and you can reach over 14,000 carefully selected concerns 
when they are interested in your product. 


MAC IX’ 


° 18 East Heren Street 


1939-40 Edition Seon te Close 


Leadership ever before are certain, 
= reservations made. 
Coverage 
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August 1937 — Gary Works 


August 1938 — South Works 


August 1939 — Tennessee Coal, 
Iron & Railroad Company 


Pian to be represented in the 
August issue of BLAST FUR- 
NACE AND STEEL PLANT. 
This issue will be devoted en- 
tirely to a writeup of the com- 
plete plants of the Tennessee 
Coal, Iron and Railroad Com- 
pany, Birmingham, Alabama, 
from the ore mines to the finish- 
ing mills, inclusive. 


Regular advertising rates will 
apply. 
hkorms close July 24th. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 





FORGING 


New heat 
ment and supplies are nec- 


treating equip- 


essary for precision work in 
the rising production of air- 
craft and ordnance. HEAT 
TREATING AND FORG- 
ING can aid in securing 
your share of this business. 


Published by 
STEEL PUBLICATIONS INC. 
108 Savithfield St. Pittsbargh, Pa. 


Heat Treating 
and Forging 
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What local chapters of the 
Advertisers Association are doing and thinking about 


N. LA. A. News 


National Industrial 





Twenty Awards Feature 
Panels Competition 


The first promotion piece for the panels 
exhibit and competition to be held at the 
seventeenth conference and exposition of 
the N.LA.A., Hotel New Yorker, New 
York, Sept. 20-23, was mailed last month. 
It was a four-page letter with the inside 
spread in three colors to reproduce a typi- 
cal panel which must be observed by all 
entries. Each member may enter up to 
six panels. 

Judging of the panels this year will be 
done according to the association’s usual 
six product classifications, and in addition 
fourteen other outstanding panels will be 
picked regardless of product classification. 
Thus, twenty awards will be made, a cer- 
tificate to be presented to the advertising 
manager in charge of the winning material 
and a bronze plaque to be sent to the 
president of the company whose advertis- 
ing receives the award 

Entries must be shipped in time to ar- 
rive by Sept. 18, to Panels Committee, 
N.LA.A., 17th National Conference and 
Exposition, Hotel New Yorker, New 
York. Robert L. Ware, Western Electric 
Company, New York, is chairman of the 
panels committee. 

As an added feature to the panels com- 
petition this year, The Copy Chasers of 
INDUSTRIAL MARKETING will review the 
exhibits and make their own independent 
selection of the best panels. Their find- 
ings will have no bearing on the official 


awards by the N.I.A.A. judges 


Clinic Program for 1939 

N.LA.A. Conference Announced 
The program of industrial advertising 

clinics, which will form a feature of the 

National Industrial Advertisers Associa- 


tion Conference to be held at Hotel New 
Yorker, New York, Sept. 20-23, has been 
announced by Roger L. Wensley, presi- 
dent, G. M. Basford Company, New 
York, program chairman. 

At each clinic, problems submitted by 
the 1,300 American and Canadian mem- 
bers of the N.I.A.A. will be analyzed by 
leaders and co-leaders, who have been so 
selected that the important phases of each 
subject will be covered. 


CLINIC PROGRAM 
Wednesday, Sept. 20 
Making the Advertising Department a 
more potent company factor and 
Why and how advertising men should get 
out into the field. 

a. Large Appropriations: 

Leader: Ted Marvin, Hercules Powder 
Co., Wilmington, Del. Co-Leaders: Harry 
M. Carroll, Hyatt Bearing Div., General 
Motors Corp., Harrison, N. J.; P. C. 
Sowersby, Incandescent Lamp Dept., Gen- 
eral Electric Co., Nela Park, Cleveland. 

b. Small Appropriations: 

Leader: Terry Méitchell, Frick Co., 
Waynesboro, Pa. Co-Leader: Stuart 
Phillips, Dole Valve Co., Chicago. 


Selling advertising to the sales force so 
they will use it and 
Tying in the advertising with the sales. 

a. Selling direct to industry: 

Leader: J. L. Rosenmiller, York Ice 
Machinery Corp., York, Pa. Co-Leaders: 
Harry Neal Baum, Fairbanks, Morse @& 
Co., Chicago; Wm. E. McFee, American 
Rolling Mill Co., Middletown, O. 

b. Selling through distributors: 

Leader: J. M. McKibbin, Westinghouse 
Elec. & Mfg. Co., East Pittsburgh. Co- 
Leader: H. E. Van Petten, Mech. Div., 
The B. F. Goodrich Co., Akron. 





Honored at the speakers’ table at the annual banquet of the Industrial Marketers of Cleve- 
land last month were these new officers, retiring officers and committeemen. From left to 
right: H. M. Grinton, McGraw-Hill Publishing Co., Inc., W. S. Leech, G. M. Basford Com- 
pany, and secretary-treasurer of Cleveland chapter; S. A. Knisely, Republic Steel Corp., and 
president, N.I.A.A.; J. L. Beltz, Thew Shovel Company, and new president of Cleveland 
Chapter; P. C. Sowersby, Lamp Division, General Electric Company, and general chairman of 
the outing; Paul Teas, Paul Teas, Inc., retiring president; E. L. Oldham, Cleveland Rock Drill 


Company, retiring secretary-treasurer; 


and vice-president of N.I.A.A.; 


H. W. Fortey, the 


P. Dodds, 
Warner 


Truscon Steel Company, 
and Swasey Compeny, 


new vice-president of the Cleveland Chapter; W. H. Cordes, American Steel and Wire Company 
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Thursday, Sept. 21 
Performance data and photographs—how 
to get and use them. 
Major equipment: 

Leader: Louis J. Ott, Ohio Brass Co., 
Mansfield, O. Co-Leaders: Herman L. 
Klein, Cincinnati Milling Machines, Inc., 
Cincinnati; M. R. Crossman, Gisholt Ma- 
hine Co., Madison, Wis. 

b. Products losing identity at point of 


Leader: A. K. West, Climax Molyb- 
denum Co., New York. 


How to sell management on providing an 
adequate budget. 
Leader: F. O. Wyse, Bucyrus-Erie Co., 
S. Milwaukee, Wis. Co-Leaders: Richard 
P. Dodds, Truscon Steel Co., Youngs- 
town; C. B. Dietrich, Wagner Electric 
Co., St. Louis. 


Direct Mail for industrial advertisers. 

a. Direct sales: 

Leader: Fred Pinkerton, Mech. Goods 
Div., U. S. Rubber Co., New York. Co- 
Leaders: Wm. Towne, New York: G. A. 
Brace, Ferrenti Electric, Ltd., Mt. Dennis, 
Ontario, Can. 

b. Sales through distributors: 

Leader: W. W. French, Dodge Mfg. 
Co., Mishawaka, Ind. Co-Leaders: Ralph 
N. Hanes, New York Belting and Pack- 
ing Co., Passaic, N. J.; Charles C. Cham- 
berlain, Jenkins Bros., New York. 


Making industrial exhibits profitable. 

Leader: J. F. Apsey, Jr., Black & Decker 
Mfg. Co., Towson, Md. Co-Leaders: C. 
W. Ruth, Republic Steel Corp., Cleve- 
land; P. Newton Cook, P. R. Mallory & 
Co., Indianapolis. 


Friday, Sept. 22 
How to determine readership value to 
business papers. 

Leader: H. H. Simmons, Crane Co., 
Chicago. Co-Leaders: Julian Gran, Rick- 
ard & Co., New York; H. Von P. Thomas, 
Bussman Mfg. Co., St. Louis. 


Publicity—how to prepare it for the press. 

Leader: Guy Bartlett, General Electric 
Co., Schenectady, N. Y. Co-Leaders: Wil- 
liam H. Easton, Sheldon, Morse, Hutchins 
& Easton, Inc., New York; Robert A. 
Wheeler, Nickel Sales Dept., International 
Nickel Co., New York. 


Market information—how to get it and 
use tt. 

Leader: Roland G. E. Ullman, R. G. E 
Ullman Organization, Philadelphia. Co- 
Leaders: Ernest T. Giles, Ketchum, Mac- 
Leod & Grove, Pittsburgh; Keith J. Evans, 
Jos. T. Ryerson & Son, Inc., Chicago. 
Measuring actual results of individual ad- 

vertising campaigns. 

Leader: Robert L. Gibson, General 
Electric Co., Schenectady, N. Y. Co- 
Leaders: J. W. Christensen, Hamilton 
Mig. Co., Two Rivers, Wis.; K. C. Suth- 
erland, Sutherland-Abbott, Boston. 


Preparation of Catalogs and Sales Man- 

a. Products sold direct. 

Leader: R. Louis Towne, Surface Com- 
bustion Corp., Toledo. Co-Leaders: J. H. 
Cooley, Printing Div., Westinghouse Elec- 
t @ Mfg. Co., East Pittsburgh, Pa.; 
Richard W. Harrison, Waukesha Motor 
Co., Waukesha, Wis. 

Products sold through distributors. 

Leader: W. J. Chappell, Timken Silent 
\utomatic Div., Timken-Detroit Axle Co., 
Detroit. Co-Leaders: O. S. Tyson, O. S. 
l'yson & Co., Inc., New York.; I. B. Van 
Houten, Manning, Maxwell & Moore, 
Bridgeport, Conn. 
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Milwaukee Advertisers Have 
"Razzberry" Meeting 

A. J. Andrews, Bucyrus-Erie Company, 
South Milwaukee, presided over the court 
session of the annual “razzberry” meet- 
ing of the Milwaukee Association of In- 
dustrial Advertisers. The case under con- 
sideration was “Business in General vs. 
The Milwaukee Association of Industrial 
Advertisers.” The defendant was charged 
with gross incompetence, extravagance, 
misrepresentation, being satisfied with do- 
ing things the easiest way, and the prose- 
cuting attorney exhibited  stereopticon 
slides of direct mail, advertising, general 
literature and sales promotional material 
issued by twenty-four leading Milwaukee 
and Wisconsin industrial advertisers. Pros- 
ecution centered around shortcomings ap- 
parent in layout, copy, color, type, art, 


space, continuity, distribution and results. 
The defense used the slides and printed 
pieces to emphasize the outstanding merits 
of each piece and called upon the wit- 
nesses to describe purpose of the printed 
piece and results obtained. 


King to Head 
California Chapter 


Arthur F. King, publisher, Weste:: 
Construction News, San Francisco, has 
been elected president, Industrial Market- 
ers of Northern California to succeed E. L. 
Mathy, first vice-president, Victor Equip- 
ment Company. P. A. Hoyt, executive 
vice-president, Oliver United Filters, Inc., 
has been made vice-president, and R. T. 
Reinhardt, assistant advertising manager, 
California Culvert Company, Berkeley, has 
been re-elected secretary-treasurer. Direc- 




























The American Automobile 


Overseas Editior 


Published monthly in English, circulates exclu- 
sively to the automotive trade in Europe, Asia, 
Africa and Oceania. 


El Automovil Americano 


Published monthly in Spanish, circulates ex- 
clusively to the automotive trade in Spanish- 
reading markets of the world. 


Ingenieria Internacional 


Published monthly in Spanish, circulates ex- 
clusively to engineering and industry in Span- 
ish-reading markets of the world. 


El Farmaceutico 


Published monthly in Spanish, and circulates 
to the drug trade of Latin America. 


Overseas Buyers Guides for Automo 


tive Distributors 


Published annually in separate English and 
Spanish editions and sent to overseas automo- 
tive wholesalers and sales agents. 


Bu yers 


Guide for Engineering and In- 







dustry in the Spanish-reading markets 


Published annually in Spanish and sent to the 
importers and key buyers of engineering and 
industrial equipment in Spanish-reading markets 
of the world. 
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The Best Buy 


IN THE 


Highway Field 






No one factor so assured- 
ly measures the value of 
@ paper as an advertising 
medium as does reader 
dependence. Uncle Sam's 
mailmen assure the paper 
reaching the prospect, 
but . . . reader depend- 
ence assures that the 
paper will be opened, 
read, and your message 
will come to the attention 
of the prospect. Use 
ROADS AND STREETS 
if you want to reach the 
highway field because it 
offers unmatched value in 
reader dependence. 





ROADS ano STREETS 


4 Gillette Publication 
330 South Wells Street 
Chicago, Ill. 











Three Weeks to Go 
IS YOUR COPY READY? 


The final forms forthe 


DIESEL 
ENGINE 
oF Vip Viele 


VOLUME FOUR 


close on August lst. 


The most effective, most 
rYerehatebaabter-¥ abaat-iaatels Mies: 
at Cod ab bale MRS at MR sated (= 


DIESEL INDUSTRY 


DIESEL PROGRESS 


2 W. 45th St., New York, N. Y. 





James Tate, seated, director of sales and advertising, Delta Mfg. Company, Milwaukee, takes 
over the gavel of the Milwaukee Association of Industrial Advertisers, succeeding Walter E. 
Schutz, advertising and promotional manager of the same company, standing at right. Other 
officers and directors elected shown in the above group are, standing, director, M. E. 
Engebretson, The Oil Gear Company; secretary-treasurer, L. H. Billing, Falk Corporation; and 
director, R. L. Hamilton, sales manager, The Dumore Company, Racine, Wis. Others who 
were elected but not shown here are vice-president, P. C. Ritchie, Waukesha Motor Company, 
Waukesha, Wis.; and director, A. J. Andrews, Bucyrus-Erie Company, South Milwaukee 





tors elected were: Gordon W. Monfort, 
western advertising manager, Caterpillar 
Tractor Company, San Leandro (re- 
elected); Clyde A. Binns, General Electric 
Company, San Francisco; and Herbert A 
Sawin, sales engineer, Yuba Mfg. Com- 
pany, San Francisco 

Showing that market surveys can be 
used to find the reasons why industry buys 
or does not buy, John W. Otterson, Mc 
Graw-Hill Publishing Company, Inc., re 
viewed for the annual meeting an analysis 
which McGraw-Hill had made in codper- 
ation with a large stoker manufacturer 
the findings of which, Mr. Otterson 
pointed out, were applicable generally 
The survey disclosed that the most im- 
portant buying stimulant was: “Proved 
performance in a_ similar installation.” 
Comments from non-users of the stoker 
indicated that they had no knowledge of 
performance records in their field. There- 
fore, Mr. Otterson concluded, if you wish 
to sell industry, talk and write of the prob- 
lems in the language of the men to whom 
you wish to sell. 


TPA Holds Most 
Successful Outing 


With an attendance of over 200 mem- 
bers and guests—a new high—Technical 
Publicity Association held its most suc- 
cessful outing at the Plandome Country 
Club on Long Island, June 15. Sports 
activities included golf, tennis and sailing. 
Several members who own boats and live 
in Westchester sailed across Long Island 
Sound to the party bringing passengers 
with them 

Golf proved the most popular sport, 
with ninety-two players participating. John 
Kidde, Walter Kidde & Co., and Thomas 
Batman, G. M. Basford Company, tied for 
low gross honors. S. La Mantia, Jewett 
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Company, achieved the unusual feat of 
turning in the high gross card and yet 
earning the low net prize. The tennis 
singles title was won by T. A. Tredwell, 
Architectural Record. Doubles honors 
went to F. E. Adams, Mathieson Alkali 
Works, Inc., and William F. George, 
Chemical Industries. James R. White, 
president, Rickard & Co., acted as master 
of ceremonies at the banquet and pre 
sented the sports prizes. Marvin D. Hicks, 
INDUSTRIAL MARKETING, was general 
chairman. 


Frances Suarez 
Given Recognition 


Frances M. Suarez, advertising man- 
ager, Philadelphia Quartz Company, Phila- 
delphia, who is secretary of the East- 
ern Industrial <Ad- 
vertisers Associa’ 
tion, and also a 
member of the Phil- 
adelphia Club of 
Advertising Wom- 
en, was given recog: 
nition for her con- 
tribution to adver- 
tising in the 
Josephine Snapp 
National Competi- 
tion, which is open 
to advertising wom- 
en all over the 
country. The cer- 
tificate of merit was 
presented to Miss Suarez at the 35th an- 
nual convention of the Advertising Fed- 
eration of America in New York last 
month, 

Miss Suarez has also recently contrib- 
uted a chapter on industrial advertising to 
a new book, “Advertising Careers for 
Women,” which is a compilation of 
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twenty-two lectures given last year under 


the sponsorship of the Philadelphia Club 


of Advertising Women. Miss Suarez 
writes in the book that industrial adver- 
tising is attractive to women for three 


reasons: (1) you get in on the very be- 
ginning of advertising that may be con- 
verted into an epoch-making invention; 
(2) it is the most modern of all advertis- 
ing fields; (3) it is never dull! Speaking 
from her own experience, Miss Suarez 
says that a woman can meet the demands 
of industrial advertising with no more 
dificulty than a man. “Any company,” 
she concludes, “welcomes good sales ideas 
whether they come from a man or from 
a woman 


Chicago Elects Baum 
To Succeed Simmons 


Harry Neal Baum, advertising man- 
ager, Fairbanks, Morse & Co., was elected 
president of the Engineering Advertisers 
Association last 
month, succeeding H. 
H. Simmons, adver- 
tising manager, 
Crane Co. The elec: 
tion was held at the 
association’s annual 
golf outing at Tam 
O’Shanter Country 
Club. 

Other officers and 
directors elected 
were: Vice- presi- 
dents, E. A. Geb- 
hardt, Commercial 
Advertising Agency; 
Frederic I. Lackens, 
The Hays Corporation, Michigan City, 
Ind.: and R. A. Peterson, Davis Regula- 

Company; secretary-treasurer, John J. 
Rowell, Guardian Electric Company, re- 
elected 

Directors: two year terms, W. W. Hut- 

International Filter Company; B. G. 
Wiley, All-Steel-Equip Company, Aurora, 
Iil.; and John Bachner, Chicago Molded 
Products Company; one-year terms, Har- 
vey A. Scribner, Russell T. Gray, Inc., 
and G. A. Hansen, Steel Sales Company; 

year vacancy, Paul Ackerman, The 
Pullman-Standard Car Company; associate 
director, Walter Painter, Power Plant 


Cngineerng 





H. N. BAUM 


Glover Succeeds Evans 
as Ontario President 
T. S. Glover, Russell T. Kelly, Ltd., 


Hamilton, Ontario, has been elected presi- 
of the Industrial Advertisers Asso- 
ciation of Ontario, 
to succeed W. H. 
Evans, Minneapolis- 
Honeywell Regulator 
Company, Ltd., On- 
tario. Other  ofh- 
cers and_ directors 
elected for the 1939- 
40 season were: vice- 
president, H. is 
Wright, Curtis Light- 
ing of Canada, Ltd.; 
secretary, D. W. 
Grifhiths, Dominion 
Oxygen Co., Ltd.; 
treasurer, J. G. 
Beare, Link-Belt, 

active directors: T. H. Dowsett, 
lrane Company of Canada, Ltd., and J. 
K Bradford, Canada Wire & Cable Co., 


Other directors for the coming year 





T. S. GLOVER 
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are J. L. Frink, Square D Company of 
Canada, Ltd., elected a year ago for a 
two-year term, and W. H. Evans, Min- 
neapolis-Honeywell Regulator Company, 
Ltd., the retiring president. 


Pittsburgh Views Sound 
Films on Salesmanship 


In answer to the question “What 
fundamentals of salesmanship are needed 
to meet the present problems of the sales- 
man?” Phillip G. Kimball, Pittsburgh 
manager, Audivision, Inc., told the Indus- 
trial Advertising Council, Pittsburgh, at 
their regular meeting last month, that the 
fundamentals of good salesmanship never 
change. However, they must be re-estab- 
lished and re-stated to the salesmen in a 


manner that will be interesting. Mr. Kim- 
ball pointed out that there are fewer com- 
petent men in the sales profession today 
because sales training has been neglected 
through the depression and the resultant 
curtailment of budgets. To combat dis- 
interest in sales meetings on the part of 
salesmen and to present new and better 
sales efforts to the salesman, Mr. Kimball 
advocated that ideas be presented in a 
new and interesting fashion, with sound 
slide and sound motion picture. Salesmen 
are only interested in the material they 
can take out into the field and use, Mr. 
Kimball asserted, and sound films enable 
the salesman to visualize himself using the 
ideas shown in the film. 

In conclusion Mr. Kimball presented 
two sound-slide films—one, “How to Take 
the Ice Out of Price” and the other “How 





E tra 


Feature 


HEATING & VENTILATING em- 
braces the design—installation— 
modernization — maintenance of 
equipment for heating, ventilating 
and air-conditioning of commer- 
cial and industrial buildings, large 
and medium-sized. In each section 
of this market are relatively small 
groups of men and firms which 
control more specifying and buy- 
ing than all remaining buyers 
combined. Can advertising pro- 
vide 100% coverage in this field? 
HEATING & VENTILATING solves 
the problem with an extra-feature 
supplement to its paid circulation. 
Just enough copies of HEATING 
& VENTILATING are directly dis- 
tributed to assure thorough con- 
tact with all individuals and firms 
of outstanding influence in the 
selection, specification and buying 
of heating, ventilating and air- 
conditioning equipment. 
° 


TOTAL DISTRIBUTION - 10,103 
NET PAID - - - - - 7,563 
DIRECTED DISTRIBUTION 2,108 
FIELD STAFF, etc. - - - 432 
(6 Months Average) 
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How Can I Increase My 


Profits? 
By Solving Marketing 
Problems. 


I Solve 

Marketing Problems? 
By Using Marketing Re- 
search. 


How Can 


My 


How Will Marketing Re- 
search Boost My Profits? 
By Increasing Sales, De- 
creasing Costs and Elimi- 


nating Risks. 


How Much Does Market- 
ing Research Cost? 

A Surprisingly Small 
the 


Brings 


Amount in View of 


Added Profits It 
You. 


Whether your problems con- 
cern potential sales, competi- 
tion, product, price, terms, 
distribution, expansion, sales 
methods, sales resistances or 
advertising, let us help you 
solve them at the lowest cost 
reliable 


commensurate’ with 


results. 


We offer the finest and most 
complete service of its kind. 
Our research has been a prof- 
itable 


client. 


investment for every 


Artuur C. Weick Company 
Sales & Market Analysts 
20 W. Jackson Blvd. 
Chicago 

















Jim White, Rickard & Co., master of cere- 
monies at the TPA outing, announces the 
winners in the day's competitions. Bob 
Barbour, Bakelite Corporation, gets in the 
shot at the left by a nose, while Ed Laing, 
Westinghouse, turns his head to check a 
prize as the camera man clicks the picture 


to Make a Sale Stay Sold.” Both films 
were edited by Richard C. Borden 
Ninety-two members and guests of the 
Pittsburgh Council attended the golf party 
held at the Stanton Heights Golf Club last 
month. D. J. Coullie, The Chatfield & 
Woods Company of Pennsylvania, was 
entertainment chairman for the affair. 


Cincinnati Officers 
to Serve Another Term 


Headed by Herman L. Klein, Cincin- 
nati Milling Machine Company, as presi- 
dent, all officers of the Cincinnati Indus- 
trial Advertisers have 
been re-elected to 
serve another term. 
Richard Hext, adver- 
tising manager, Lit- 
tleford Brothers, and 
Malcolm MacPher- 
son, advertising man- 
ager, Alvey-Ferguson 
Company, both of 
Cincinnati, will re- 
main as vice-presi- 
dents; with~ Marion 
Curley, Westing- 
house Electric and 
Mfg. Company, Cin- 
cinnati, again hold- 
ing the office of 





H. L. KLEIN 


secretary - treasurer. 





Farley Heads 
Chicago Publishers 


J. U. Farley, Domestic Engineering, was 
elected president of Chicago Business Pa- 
pers Association last month, succeeding 
Stanley Clague, Modern Hospital, who be- 
comes a director. 

Other officers elected were C. E. Price, 
Keeney Publishing Company, vice-presi- 
dent; W. J. Hannon, Paterson Publishing 
Company, treasurer; and W. N. Clissold, 
Baker's Helper, secretary. In addition to 
Mr. Clague, directors elected were J. M. 
Rodger, McGraw-Hill Publishing Com- 
pany, and E. F. Hamm, Jr., Traffic World. 


Mercer Elected Vice-President 


Harry V. Mercer, advertising manager, 
American Rolling Mill Company, Middle- 
town, O., was elected vice-president of the 
Porcelain Enamel Institute at the June 
meeting of the institute’s board of trus- 
tees in Cleveland 
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Offices of American Machine 
Moves to East Moline 


General sales headquarters, including 
the advertising and sales promotion de- 
partments, of American Machine and 
Metals, Inc., have been transferred from 
New York to the company’s plant at East 
Moline, Ill. Among the executives who 
have been transferred are William V. Sul- 
livan, vice-president in charge of sales; 
Gordon H. Parkhill, sales manager; Bailey 
A. Dickerson, assistant sales manager of 
the Troy Laundry Machinery Division; 
Charles W. Anderson and Philip S$. Mum- 





W. V. SULLIVAN R. W. DENMAN 


ford, sales manager and assistant sales 
manager, respectively, of the Tolhurst, 
DeBothezat, Opaco and Schlangen divi- 
sions; and Richard W. Denman, advertis- 
ing and sales promotion manager. 

The East Moline plant, which at one 
time housed only the Troy Laundry Ma- 
chinery Division, now carries on activities 
for six divisions of American Machine and 
Metals, Inc., as follows: Halliwell, perma- 
nent waving machines; Opaco, service sta- 
tion equipment; DeBothezat, ventilating 
equipment; Riehle, testing machines; Tol- 
hurst, centrifugal extractors; and Schlan- 
gen, brewery machinery. 


New Post for Nelson 


Everett B. Nelson, formerly with John 
Gilbert Craig Advertising Agency, Wil- 
mington, Del., has been appointed adver- 
tising manager, U. S. Gutta Percha Paint 
Company, Providence, R. I. 








A BIG and WORTHWHILE Market 

for many products not advertised in our pages. Do you sell to milk 

—, and distributing | — 
fn 


Src Milk Plant 
ae | Monthly 


Sample copy and full infor ma- 
tion gladly sent on request. 





327 So. LaSalle St. 
CHICAGO 














@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines -ysing 






for editorial and adver- Trade Paper 
tising material. oes Da 
usiness 
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CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 
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LOR SO 


REGULATOR 


COMPANY 
and 


RUSSELL T. 
GRAY, INC. 


have combined for the promotion 
of increased sales in valve specialties. 
The Davis Regulator Company was our first 
account and that we have carried out our part 
well is proved by the fact that we still serve them 
and that the company has twice outgrown its 
manufacturing facilities. 


The year after year contact with the power 
fields and oil industry which the Davis Regulator 
Company serves is one of the many things that 
have given us a knowledge of how to advertise 
and sell in these industries — an experience that 
would be impossible for a less specialized organi- 


zation to equal. 


RUSSELL T. 








The handling of vee 

other accounts in other “ve 

fields for almost an equal length of time has given 
us enormous experience in other industries. 


The cost of agency service is not high in com- 
parison with what the well informed agency 
brings you. 


We have prepared a small booklet that tells 
you all about it. May we send it? 


GRAY, INC. 


Industrial Advertising 


205 W. Wacker Drive 


Chicago, Illinois 
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d Sales Promo- 


Planne ; 


tion and Pre 
of Basic Sales Ideas by 
Direct Advertising- 


alization in 
Years of specialization 


ld qualify 
effectively: 


us to 
this fie 


serve you 


Let’s discuss details. 


BERT L.WAITE with Tome? 


Complete Creative Sales Promotion 
Service 


230 E. Ohio St., Delaware 3934, Chicago, II! 








The Telephone Industry Is Booming! 


Records are being broken every month in the 
Telephone Industry. In March the former peak 
record of 1930 was surpassed in telephone in- 
stallations with over 20,218,000 
now in use. 


telephones 

Suppliers to the field are breaking former sales 
records, too, and expect to continue throughout 
this year. Here is a market that can Buy and 
Pay for every item it needs. And a 5 BILLION 
DOLLAR INDUSTRY needs many things! 

TELEPHONE ENGINEER has reflected this 
prosperity by its lineage record in gains. Other 
publications serving this industry show either 
decreased line- 


have quit bust. TELEPHONE ENGINEER 


ness. “There is 
ee tcason Ac ©7720 SHERIDAN ROAD 
CHICAGO 


DO YOU KNOW 
What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 

We can tell you, 
because 


We Clip Magazines— 


some 2,000 of them in all these 
fields—promptly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 





Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Milestones 


in Publishing 


McGraw-Hill Publishing Company in- 
creased the number of its publications to 
twenty-five last month with the launching 
of Photo Technique, a journal in which the 
photographic scientists will tell the results 
of their research.” Definitely, the editor 
says, it will not be a picture book. Adver- 
tising did not appear in the first issue, 
nor will it be solicited until circulation 
reaches adequate coverage of the impor- 
tant professional and industrial photo- 
graphic technicians of the country, says 
the publisher. Keith Henney, editor, and 
H. W. Mateer, manager, Electronics, func- 
tion in like capacities on the new publica- 
tion 








a 

As a companion issue to its “Paper 
Merchandising in Old Chicago” published 
last year, Howard Publishing Company, 
publisher, American Paper Merchant, has 
issued “The History of Paper Merchandis- 
ing in New York City.” The book runs 
eighty pages and cover and represents 
over a year’s work in research and prep- 
aration. The volume takes the reader back 
to 1693, and includes many interesting 
and fascinating illustrations of men, store 
fronts and documents. The author is 
Blaine S. Britton, managing editor 


co 
Starting in July, Pit and Quarry will 
include a regular special section to be 
known as “The Concrete Manufacturer,” 
devoted to the manufacture of concrete 
block, other cement products, and ready- 
mixed concrete. In addition to reaching 
its regular Pit and Quarry readers, “The 
Concrete Manufacturer” will be mailed 
separately to all known operators of con- 
crete-products and ready-mixed concrete 
plants. 
@ 
Mining Congress Journal has been ad- 
mitted to membership in the Audit Bureau 
of Circulations 


Atlas Publishing Company, Inc., New 
York, has launched Pipe, a monthly de- 
voted to manufacturers, jobbers, and users 
of pipe, fittings, vaives and tubes. The 
page size is 8'/yx11'y inches 


Crane and Horter Promoted 


G. S. Crane, who has been actively in 
charge of the sales division of Cutler 
Hammer, Inc., Milwaukee, Wis., has been 
appointed vice-president in charge of sales 
and engineering. B. M. Horter, formerly 
in charge of the resale sales division of the 
company, has been appointed general sales 
manager. Mr. Horter will have direct 
supervision of sales through Cutler-Ham- 
mer’s twenty-four selling territories. 





Duffy Changes to Ruppert 


James P. Duffy, assistant to the presi- 
dent of Anthracite Industries, Inc., has 
resigned to become director of advertis- 
ing and sales promotion for Jacob Ruppert 
Brewing Company. Mr. Duffy will be 
succeeded by M. R. Grover, who will be 
in charge of advertising and field opera- 
tions for Anthracite Industries. 


[CONTINUED FROM Pace 22] 


Sales Manuals 


leaving our plant and in operation in 
the field,” Mr. Hext explains, “as well 
as data sheets on new equipment and 
the improvements we make in our 
We shall also send all 
the literature on competitive equip- 


present units. 


ment that we can obtain, as we try to 
keep our representatives enlightened in 
this respect so that they can make the 
most intelligent presentation when 
talking to a prospect.” 

The manuals were distributed to all 
of the company’s dealers and accom- 
panied by an invoice for $2.50 per 
copy, which will be refunded when- 
ever the book is This 


was done in an effort to make the 


surrendered. 


men carrying the manuals consider 
them as an investment by the com- 
pany rather than merely something 
given away by the manufacturer. Also, 
with this in mind they keep them in 
first class condition. 

Helping salesmen make adequate 
and effective use of sales tools is part 
of the sales promotion job; simply 
giving them an avalanche of literature 
without a plan for using it is wasteful 
and inefficient. Littleford’s experience 
is significant. 


Clark to Handle Plomb Tools 


Plomb Tool Company, Los Angeles, 
manufacturers of a line of 4,400 tools, has 
appointed Darwin H. Clark, advertising, 
Los Angeles, to handle its account. Ad- 
vertising will be concentrated in trade pub- 
lications, supplemented by direct mail and 
dealer displays. 








THE BEST DIESEL TRUCK MARKET 


More than one-third of all the Diesel 
trucks in the U.S. (1290 out of 3500) 
are registered in California. Reach 
these motor hauling companies through 


THE PACIFIC TRUCKMAN 


$42 Howard St.—San Francisco, Calif. 





















AS FRIENDLY 
AS YOUR HOME 


Concerts & dinner music by ar- 
tists of Philadelphia Orchestra— 
Luncheon served guests in bathing 
attire on open air terrace — Re- 
stricted beach — Bathing from 
rooms — Dancing — Bar — ial 
Director — Kindergartner. 
RATES FOR ROOM, pares $ 
MEALS BASED AS LOW AS 
(on a weekly stay—per person, . 

2 in s room) DAILY 


ATLANTIC CITY 


JOEL HILLMAN + JULIAN A. HILLMAN 
4. CHRISTIAN MYERS 


VISIT OUR MAGNIFICENT NEW BAR 
WITH TERRACE DIRECTLY TO THE 
BOARDWALK 
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Forty-four leaders and co-leaders are 





= > e ° = . 
_gpMGEO""ittcerepe, busy planning the sixteen clinics inet will 
Wa | co answer 200 problems uppermost in the 

minds of industrial advertisers. 

=~. 
Vz 
CDK ° 
‘ pw <a = Here are a few of the subjects: 
Extra-curricula activities 


Selling adv2.tising to the sales force 
Performance data and photographs 
How fo sell the management 
Direct mail for the industrial adver- 
tiser 

Making exhibits profitable 

How to determine readership values 
Publicity—how to prepare it 
Market information—how to get it 





OTHER EVENTS %. 
YOU WON'T WANT TO MISS 
IDENTICAL INTEREST LUNCHEONS 
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TRADE SHOWS—EXHIBITS—AWARDS 
) PUBLISHERS’ RECEPTION—DINNER—SHOW RR NATIONAL Bs  ) 
N.LA.A. DAY AT THE WORLD'S FAIR CON FE RENCE 


wtEXPOSITION 4e%4 
n.i.A.A. 


NO INCREASE IN RATES AT HOTEL NEW YORKER 


THE HOTEL _ YORKER Sept 20- 23 * a) a 


GET YOUR RL) 


RESERVATIONS IN EARLY 7 
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NEW LOW TRANSPORTATION COSTS 
THIS YEAR 
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National Industrial Advertisers Association 


100 East Ohio Street Chicago, Illinois 
3-39 
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without cost through “Industrial Marketing” or direct from the publishen 





Wholesaler’s Salesmen Make 7.6 
Hardware Store Calls Daily. 

Report of an analysis of the sales 
activities of 100 wholesale hardware 
houses showing how 1,485 salesmen 
spend their time in calling on hard- 
ware stores, including number of calls 
made daily, frequency of calls, length 
of time spent with dealer, etc. Com- 


piled by Hardware Age. 


342. 


343. You Don’t Know. 

This brochure presents details of 
scheduled engineering construction 
projects in the West and analyzes the 
buying factors which will govern pur- 
chases of materials and equipment for 
them. Published by Western Con- 


struction News. 


344. Opinion and Facts. 

This little booklet by Banking 
points out what business and industry 
can do to win greater public approval 
by presenting certain facts to offset 
harmful opinion not based on facts. 


345. Camera! Action! Sales! 

A comprehensive report on how 
business is using motion pictures to 
sell itself and its products. It analyzes 
techniques being used and lists the 
principal commercial film producers. 


Published by Business Week. 


346. How 137 Companies Talked to 
Key Men of the Water Works 
Industry. 

This folder visualizes the frequency, 
regularity and size of advertising space 
used by 137 manufacturers in pro- 
moting their products to the water 
works industry. The kinds of prod- 
ucts advertised are also classified. Is- 
sued by Water Works Engineering. 


295. The New Building Market. 

This new booklet by Architectural 
Record answers many questions about 
the building industry such as: Who 
builds today’s buildings? Who speci- 
fies the products they incorporate? 
What influences affect the building 
market? How do present conditions 
help or hinder marketing? In the 
future will the architect be of increas- 
ing or decreasing importance to manu- 
facturers? 


ee 


This G-r-e-a-t Salesman Has the 
Key to “Metal-Working Town,” 


American Machinist has issued this 
study of the metal-working plants of 
Hartford, Conn., showing buying in- 
fluence among the production and 
plant operating men of the industry. 


272. 


218. Markets in the Milk Field. 


A series of surveys by Milk Plant 
Monthly on the market for water- 
proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 
paints in the milk field. 


334. Industry's Biggest Buyers Are 
Shopping Now—Will They Buy 
Your Product? 

A thirty-two page illustrated book- 
let prepared and published by Chem- 
ical & Metallurgical Engineering lists 
the products of the chemical process 
industries, shows what kind of equip- 
ment, material and supplies are pur- 
chased, and highlights the plants doing 
the most business. 

256. Making Industrially-Used 

Products Easier to Buy. 

Organized buying information is 
the theme of this booklet which in- 
cludes standards of catalog design as 
to format and content; what manuv- 
facturers’ catalogs should inchude; and 
the three steps which precede most in- 
dustrial buying, which emphasizes the 
importance of maintaining buying in- 
formation in offices of potential buy- 


Published by Sweet’s Catalog 


ers. 
Service. 
261. Your Mr. Smith-Smith. 


This unusual book emphasizes the 
thought that the successful selling 
effort and the successful publishing 
effort in the industrial field should be 
guided by the common objective to 
help the Mr. Smiths make more money 
by showing them how to make more 
money for their companies. The book 
has a useful check chart for selecting 
the money-making advantages of the 
product and the company to be adver- 
tised as a guide to writing effective 
copy. Issued by McGraw-Hill Pub- 
lishing Company. 
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